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A recent trend is changing the global business environment. An increasing 
number of emerging market multinationals (EMMs) based in developing 
countries are expanding their businesses in the developed economies. This 
trend has opened up new research areas because there is little or no research 
available on the country-level factors that affect recruitment initiatives. It is 
imperative for companies to accurately assess how the image of their country of 
origin is perceived for recruitment purposes because human resources are a 
source of competitive advantage. This thesis investigates this new avenue of 
research by drawing on the literature on marketing and management to 
understand country image effects on attractiveness to potential employees.  
The purpose of the thesis is three-fold. The first aim is to thoroughly review the 
extant literature in marketing and management and to prioritise key findings on 
country image effects and the main determinants of employer attractiveness. 
The second aim is to develop and test the conceptual model comprising these 
key determinants. The third aim is to make a theoretical contribution to this new 
area of research and to provide implications for organisations in their 
recruitment marketing strategies locally and globally. 
To achieve these aims, first, the country-level factors that impact on jobseekers’ 
evaluation of companies for employment purposes are identified. The key 
findings related to country image literature are categorised to construct a 
conceptual model comprising previously identified and new determinants of 
employer attractiveness. The existing literature on recruitment has largely 
focused on the factors at job and organisation levels that attract jobseekers. 
Three new constructs – country image, jobseeker ethnocentrism and industry 
expertise – are included in the model. The last two constructs are theorised and 
introduced with measurement scales for the first time in this thesis. These 
measurements scales are validated in the main study by using two new 
datasets.  
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The main research findings are that two country-level factors – country image 
and industry expertise – are the key predictors of employer attractiveness. The 
country image also influences evaluation at job and organisation levels. Further, 
jobseekers in developed and developing countries show a higher preference for 
EMMs from countries which have industry expertise. This thesis identifies the 
significant effects of country-level factors on employer attractiveness. These 
determinants have never been researched before. By theorising and introducing 
two new constructs with measurement scales, the thesis also increases our 
understanding of the elements used by jobseekers in the evaluation of local and 
foreign employers. The cross-national investigation provides results which have 
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CHAPTER 1: INTRODUCTION 
1.1 Research Context 
Traditional marketing philosophies have primarily focused on marketing 
products to consumers. This has usually involved understanding a company’s 
consumers and making the company more resilient in the face of competition 
and other market forces. This focus on external parties has also been found to 
be beneficial in other spheres of a company’s operations such as in improving 
internal cooperation between departments through internal marketing (Berthon, 
Ewing & Hah 2005), improving external relationships with suppliers (Wiedmann 
2006), investors (Lee, RP & Chen 2006), employees (Ambler & Barrow 1996) 
and, more recently, prospective employees (Ewing et al. 2002). This last 
aspect, the adoption of marketing principles to promote employment value 
proposition to prospective employees, is the focus of this thesis.  
Researchers in this area have proposed that just as consumers are influenced 
by cues in their purchases of consumer products, they are also influenced by 
cues of employers in their decision on which employer to work for. Researchers 
have found that employers can attract jobseekers by employer branding 
(Backhaus & Tikoo 2004), brand personality (Lievens & Highhouse 2003), 
brand equity (Cable & Turban 2003; Collins & Stevens 2002) and the corporate 
reputation of the organisation (Collins & Han 2004). These studies have 
suggested that the marketing problem of inducing people to buy a product is not 
very different from inducing them to join an organisation as employees. 
Examples of marketing campaigns to enhance employer attractiveness are: ‘I 
want you for the US army’; the graduate recruitment campaign by Accenture, 
portraying Tiger Woods with the caption ‘Focusing to meet the next challenge. 
Just another day at the office for a Tiger. What’s your typical working day?’; and 
Apple’s recruitment advertisement with the caption ‘Close Your Windows, Open 
a Few Doors’.  
Increasingly, firms are using marketing strategies to attract recruits and they 
appear to be spending considerable resources on becoming an ‘employer of 
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choice’ or ‘employer brand’. The growing body of knowledge suggests that 
human resources are seen as a source of competitive advantage in today’s 
competitive global market. Berthon et al. (2005, p. 167) claim that ‘there is a 
possibility that, in future, competition for the best employees will be as fierce as 
competition for customers’. Recruiting skilful employees thus becomes a vital 
process in achieving competitive advantage. The embedded question within this 
process is: what are the factors that attract jobseekers to an organisation?  
Earlier studies in human resources management (HRM) have addressed this 
question by examining job- and organisation-level factors that attract jobseekers 
to an organisation (for e.g., Chapman et al. 2005; Harris & Fink 1987). Job 
factors are objective elements such as salaries, fringe benefits, job titles and job 
security. Organisation factors on the other hand are the elements that are 
inherent in the workplace and are difficult to evaluate before joining an 
organisation, such as sociable colleagues, a job that fits the employee’s lifestyle 
and the working environment. These factors together are found to increase 
employer attractiveness. This finding is similar to findings in marketing (for e.g., 
Dodds 1991; Kardes et al. 2004; Lee, M & Lou 1996; Lin, L & Sternquist 1994), 
which have shown that consumers use both, intrinsic and extrinsic 
characteristics in product evaluation. The intrinsic characteristics of a product 
such as quality, performance and satisfaction are difficult to evaluate without 
using the product. On the other hand, extrinsic characteristics such as price, 
packaging, warranty, and country of origin are external to the product. As with 
any research field, once the basic factors of a phenomenon are clearly 
explained, the research progresses in refining the factors that explain the 
attitudes and behaviour of people. A similar pattern to consumer literature is 
observed in recruitment literature. In consumer literature, scholars have begun 
exploring above-the-basic factors to explain consumers’ attitudes to product 
choice, considering, for example, the image of a product’s country of origin, 
brand origin, brand personality and industry expertise. In recruitment literature, 
scholars have found that job choice decisions are influenced by brand equity, 
employer branding and corporate reputation. Country-level factors, however, 
have not been well researched in terms of their effect on employer 
attractiveness.  
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While research on job and organisation level factors has stood the test of time 
in explaining employer attractiveness, the current trends in globalisation require 
a more comprehensive framework to understand the choices made by 
jobseekers. Trends in global business are changing and the collective world 
view is widening. Forces in the East – China, India and the Middle East – are 
having a huge impact on global business. Many products that people buy today 
are made in China, and many of the call centres and back-office facilities of 
Western businesses are in India. While labour-intensive economies still exist, a 
paradigm shift is occurring simultaneously where emerging market 
multinationals (EMMs) in developing countries are expanding their businesses 
in developed Western countries. Many of the developed countries’ world brands 
are being taken over by EMMs. In their expansion, the EMMs are beginning to 
provide employment in the developed countries. Business news is increasingly 
reporting this paradigm shift. For instance, the buy-out of the iconic Swedish 
automobile brand Volvo by Chinese car manufacturers; the acquisition of the 
British icon Jaguar by Tata, an Indian company; the personal computer division 
of IBM being acquired by Lenovo of China for US$1.75 billion; European steel 
giant Corus being taken over by the Indian company Tata Steel (BBC 2006); 
and Scotch whisky group Whyte & Mackay being acquired by the Indian 
company United Spirits (BusinessWeek 2009). Yet another example is 
Mahindra REVA, an Indian automobile company that is considering setting up 
an assembly unit in Australia to manufacture electric automobiles (The 
Economic Times 2012).  
This current trend in global business is being increasingly researched and 
monitored, mostly by consulting firms and industry observers. For example, 
KPMG (2008) reported that ‘US, UK and Germany are top acquisition targets for 
emerging market companies; India, Russia and South Korea are the most 
active emerging markets in acquisition’. Fan (2008) cited a study of the Boston 
Consulting Group (BCG 2006) which found that 100 companies from emerging 
economies had total assets of US$520 billion in the international market. 
Further, a total of 70 companies from emerging economies appeared in the 
Fortune Global 500 in 2007 and this number is predicted to increase to 100 
within ten years. In an independent study conducted by Gartner (2008), it was 
4 
reported: ‘Indian IT's [information technology] top three (TCS, Infosys, Wipro) 
becoming mega vendors likely to pass IBM, Accenture and EDS’. The rise of 
emerging economies in developing countries has received the attention of world 
media including Business Week and The Economist (2008), as well as the 
attention of scholars. In their book Next Now: Trends for the Future, Salzman 
and Matathia (2006) claim that China and India, collectively termed ‘Chinida’, is 
poised to turn the United States into the Old World. Similar sentiments are 
expressed by Peter Engardio (2007), the senior writer of Business Week, in his 
book Chindia. Further, Popkin and Iyengar (2007) from Gartner Inc. suggest in 
their book IT and the East that ‘Western high-tech firms are increasingly 
sourcing their products’ assembly, and the innovation that drives those 
products, from China and India. Meanwhile, indigenous Chinese and Indian 
companies are creating intellectual property and innovations that will directly 
challenge those same Western companies’.  
This new trend in globalisation poses a new set of research challenges that are 
yet to be investigated and theorised. While research in industry is progressing, 
there is a lack of research in academia on this changing trend. This is an 
important omission from the literature for four reasons.  
• First, this is a new phenomenon with a new set of challenges. The 
majority of the research in marketing and HRM has been conducted 
in Western countries, mainly in the US, the UK, Europe and Japan, 
because traditionally these countries expanded business globally. 
The findings from these countries may not be applicable to the 
developing countries due to their different levels of economic 
development and different cultural forces. 
• Second, developed and developing countries are stereotyped 
differently by consumers on their technological advancement, 
political stability, labour conditions and product qualities (Chattalas, 
Kramer & Takada 2008; Lotz & Hu 2001; Papadopoulos & Heslop 
2003; Usunier 2006; Verlegh 2001). These varying stereotypes could 
influence how companies and products from developed and 
developing countries are evaluated differently.  
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• Third, now that EMMs are beginning to provide employment in 
developed countries, systematic research is required to understand 
how jobseekers evaluate these companies as employers. Many 
questions are yet unanswered in the existing literature, for example: 
(a) how intrinsic and extrinsic cues are used by jobseekers in 
developed countries to evaluate these employers from developing 
countries, (b) how important is the image of the country of an 
employer in job choice decisions, (c) what role does the level of 
economic development of an employer’s country play in employer 
attractiveness, (d) what are the trade-offs considered by jobseekers 
when choosing between employers from a developed and a 
developing country, and (e) how important is the industry in which an 
employer operates.  
• Fourth, with these changing trends, global factors such as country of 
origin, country image and ethnocentrism are becoming increasingly 
important for understanding consumer and jobseeker attitudes in a 
global environment.  
1.2 Research Focus 
This thesis explores this changing trend in globalisation and provides theoretical 
evidence to suggest answers to the above questions. Two countries were 
chosen for the study – one from a developed economy, Australia, and one from 
a developing economy, India. The reasons for choosing these two countries 
are: (1) these two countries have signed a Memorandum of Understanding 
(MoU) to establish stronger links in education, tourism, information technology, 
manufacturing and biotechnology, (2) Australian states have invited Indian IT 
companies to invest in Australia (State Government of Victoria 2008), (3) in 
Victoria, an Australian state, eight leading Indian IT companies – Birlasoft, 
iGate, Infosys, NIIT, Patni, Satyam, TCS and Wipro – provide employment to 
over 2,000 Australians (State Government of Victoria 2008), and (4) Australia 
telecommunications, banking and IT companies have made significant 
investments and partnerships in India (State Government of Victoria 2008). 
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The thesis specifically examines how the image of a country impacts on its 
organisation in recruiting employees overseas. In particular, it examines the role 
played by the country of origin of an employer in a prospective employee’s 
decision to take up a job offer. For instance, if a jobseeker were offered an 
identical job by two companies that differ only in their country of origin, say, one 
company is Indian owned and the other one is Australian, which company 
would the jobseeker join? Most candidates in Australia would perhaps opt for 
the Australian company over the Indian company, possibly because of the 
different levels of economic development of the two countries. However, the 
answer is not so obvious in the context of an industry in which the developing 
country has the greater expertise. The choice between a global IT company 
from India or a local Australian IT company is a choice between gaining world-
class experience in a company from a developing country and working for a 
company from a developed country with little or no international recognition in 
the IT field. The research focuses on this trade-off that many applicants are now 
increasingly making.  
Human resource literature is yet to address the issues raised by this change in 
globalisation, but there is a substantial body of knowledge in international 
consumer research built over a period of over 40 years that has looked at the 
issue of how consumers evaluate products based on their place of manufacture. 
This is broadly referred to as the country of origin (CoO) effect. In its simplest 
form, the phenomenon occurs when consumers evaluate products based on 
their ‘Made in...’ labels (Bilkey & Nes 1982). Research in this area has 
confirmed that products from developed countries are rated higher in value for 
money and satisfaction and lower in risk, whereas products from developing 
countries are evaluated higher in risk and lower in quality and satisfaction 
(Bandyopadhyay 2001; Batra et al. 2000; Choi 1992; Jin, Chansarkar & Kondap 
2006; Khan & Bamber 2008; Kinra 2006; Wang, CL & Chen 2004). The 
exception to this is when a country has gained a competitive advantage in 
certain industries. Products of these industries are then evaluated higher 
irrespective of the economic development of the associated country (Jaffe, ED 
& Nebenzahl 2006; Papadopoulos & Heslop 2003). For example, Colombian 
coffee is evaluated much higher than Columbian television sets; and Afghan 
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rugs are evaluated much higher than Afghan wines. This phenomenon is called 
industry expertise. In addition, researchers have also noted the tendency 
among some consumers to support the products and economy of their own 
country for patriotic reasons. This tendency is referred to as consumer 
ethnocentrism, a term coined by Shimp and Sharma (1987). A plethora of 
research has emerged in this area, and governments and trade organisations 
have leveraged on this tendency by launching campaigns such as the ‘Buy 
Australian’ campaign. Building on this stream of research, this thesis aims to 
test the validity of the ethnocentrism concept in the context of choosing a local 
versus a foreign employer and to observe its interplay with other aspects of job 
choice.  
This study opens up new research grounds in marketing by staking a legitimate 
claim in an area which is traditionally viewed as being in the domain of HRM. 
Although attracting jobseekers to an organisation is predominantly a function of 
HRM, there is increasing recognition by organisations that marketing can assist 
in promoting a favourable image of the organisation to attract not only 
consumers but also other stakeholders such as jobseekers (Collins & Stevens 
2002; Lievens & Highhouse 2003). One of the main objectives of this thesis is to 
draw a parallel between the product evaluation process and the employer 
evaluation process to explore how similar choosing a job is to choosing a 
product. Essentially, the secondary role of marketing may be seen as ‘selling’ 
jobs as products of an organisation (Price 1996). This viewpoint has not been 
adequately explored in the recruitment literature. Therefore, the question is 
raised: can an organisation sell jobs to potential employees the same way it 
sells cars to consumers? Can the lessons learned from selling products be 
applied equally to the recruitment market? Answers to these questions may 
help companies from developing countries to successfully recruit and retain 
talent in developed countries. It may also open research avenues to formulate 
marketing principles and strategies that can assist companies to effectively 
develop their employment value propositions.  
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1.3 Research Problem and Research Questions 
The objective of this thesis is to enhance the understanding of the changing 
trend in globalisation and provide theoretical evidence on how companies from 
developed and developing economies are evaluated by job seekers. Four main 
areas of country image are addressed in this thesis:  
1. Explore the role of country image on employer attractiveness 
2. Understand the influence of industry expertise in employer 
attractiveness 
3. Investigate the role of cultural orientations such as jobseeker 
ethnocentrism on employer attractiveness, and 
4. Explore the influence of job and organisation factors on employer 
attractiveness  
1.3.1 Research Questions 
Based on the review of literature and the gaps in marketing and HRM literature, 
the following research questions are developed for this thesis. 
RQ1: What is the effect of country image on employment attractiveness? 
RQ2: How does industry expertise moderate the influence of country 
image on employer attractiveness? 
RQ3: How does country image affect the evaluation of job and 
organisation factors? 
RQ4: What role does job seeker ethnocentrism play in employment 
attractiveness? 
RQ5: What role does job seeker ethnocentrism play on country image 
evaluation in the presence of industry expertise? 
RQ6: What roles do country of origin of an employer, nationality of the 
respondents and location of the job play in employer attractiveness? 
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1.4 Significance of the Research 
This thesis can be justified on its pragmatic implications for industry and 
academics. Knowledge about the country image effect on organisations can 
extend theoretical understanding on how employers are evaluated based on 
their country of origin (CoO). Further, it sheds some light on whether job 
seekers use CoO as a uni-dimensional construct or as a multidimensional 
construct to evaluate employer attractiveness. This has been largely ignored in 
recruitment literature since studies have yet not investigated CoO effects on 
employer attractiveness. Managerial implications of this may lead to formulating 
effective marketing strategies to compete for staffing in the global environment. 
This may prove especially important for companies from developing countries in 
effectively managing their country image evaluation to recruit and retain talent in 
developed countries.  
This thesis also contributes by introducing two new constructs and 
measurements scales, namely, jobseeker ethnocentrism and industry expertise. 
These two constructs are a critical contribution of this thesis because in order to 
investigate the comprehensive set of elements that jobseekers may use in a 
cross-national setting, it was deemed important to investigate how the cultural 
orientation of jobseekers impacts on employer attractiveness and how the 
industry expertise of an employer influences employer attractiveness. 
Theoretically, these factors have not been adequately investigated in 
recruitment literature. The managerial implications may help companies 
understand how to manage recruitment campaigns to attract both ethnocentric 
and non-ethnocentric jobseekers. In addition, this thesis investigates the impact 
on employer attractiveness of the industry in which an employer operates. 
Earlier studies in recruitment – excepting Boswell et al. (2003) – have largely 
ignored the impact of the industry in which an employer operates on employer 
attractiveness. The industry expertise that a country has in a specific industry is 
also investigated for its effect on employer attractiveness. This is yet another 
gap in the literature that is bridged by this thesis. Findings on industry expertise 
can assist companies to construct appropriate recruitment-related marketing 
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communications by emphasising their association with industry expertise to 
attract a better pool of candidates.   
Next, tangible and intangible cues in recruitment literature are investigated 
extensively for their influence on employer attractiveness. Many of the studies 
have found that these cues play an important role in employer attractiveness. 
However, these studies have not been conducted in a cross-national setting; 
the research has ignored how country image and industry expertise influence 
the evaluation of job organisation factors. These factors are important to 
investigate because from a theoretical standpoint jobseekers may evaluate 
these factors differently in the presence of country image and industry 
expertise. From an industry perspective, if jobseekers evaluate employment 
based on country image and/or industry expertise, then marketers can 
effectively communicate these factors in their recruitment endeavours. For 
example, if job and organisation factors such as salaries, fringe benefits and 
sociable colleagues are evaluated lower for companies from developing 
countries, then these companies could emphasise those factors positively in 
their recruitment advertisements. 
Lastly, this research is significant because of its cross-national setting where 
variables such as CoO, country image, industry expertise, nationality of 
respondents, jobseeker ethnocentrism, and job and organisation factors will be 
tested for the first time for their interplay on employer attractiveness. This cross-
national research fills the gaps identified in marketing and HRM literature, 
specifically in recruitment, where there is a significant lack of cross-national 
studies. This cross-national research will help with understanding the attitudes 
of respondents from two culturally disparate countries, one individualistic 
(Australia) and the other collectivist (India). Industry will benefit from this cross-
cultural setting in determining how respondents from different cultures evaluate 
employer attractiveness differently and how to effectively market their 
employment value propositions accordingly.  
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1.5 Outline of Research Methodology 
This study used a mix of inductive and deductive approaches. The inductive 
approach was used to define and develop scales for the two new constructs, 
namely, industry expertise and jobseeker ethnocentrism. A pilot study was 
conducted to develop scales for jobseeker ethnocentrism and industry expertise 
using Churchill’s (1979) eight-step classic scale development process for 
reliable measures. Data for the pilot study was collected in Australia and the 
scales were validated cross-nationally in the main study. A deductive approach 
was followed to measure three variables, namely, country image (Martin & 
Eroglu 1993), job and organisation factors (Harris & Fink 1987) and employer 
attractiveness (Highhouse, Lievens & Sinar 2003). The main advantage of using 
existing measurements is that they have already been tested for validity and 
reliability. The data for the main study was collected from a large university with 
campuses in Melbourne, Australia, and Mumbai, India. Students enrolled in the 
final year of IT programs were chosen as a sample since they were a natural 
choice of prospective jobseekers. The data was analysed using multiple 
statistical techniques including independent samples t tests, analysis of 
variance covariance and multivariate analysis of covariance, and simple, 
multiple and step-wise hierarchical regressions.  
1.6  Definitions 
The review of definitions of country image in the literature reveals that country 
image is formed by: (1) the general image of countries (country image), (2) the 
image of countries and their products (product country image) and (3) the image 
of products from a country (product image). This study adopted the definition 
from the first group of studies that investigated country image because the other 
two groups of studies refer to product-related images, which do not relate to the 
current research. The definition of country image by Martin and Eroglu (1993) 
relates closely to the objective of this research. They define country image as 
‘the total of all descriptive, inferential and informational beliefs one has about a 
particular country’ (p. 193). 
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Murdock (1931, in Sharma et al. 1995) observed that ethnocentrism is not only 
applicable to ‘tribes and nations [but it] reveals itself in all kinds of social groups, 
developing into family pride, sectionalism, religious prejudice, racial 
discrimination, and patriotism’. Furthermore, Lewis (1976) stated that it is a 
‘universal phenomenon and is rooted deeply in most areas of intergroup 
relations’ (Sharma et al. 1995). Thus, jobseeker ethnocentrism is defined as 
the tendency for job-seekers to make either a reasoned judgement to support 
local employers because it is good for the collective health of the economy of 
the country or a moral judgement that it is their duty to support local employers. 
The literature in marketing and HRM has confirmed that the industry in which an 
organisation operates influences consumers’ product evaluation and job-
seekers’ employment value proposition evaluation. Industry expertise is then 
defined as a competitive advantage that an industry has gained by producing 
high quality products or services in a particular category.  
Job factors are defined as a combination of elements such as good salaries, 
job security, fringe benefits, prestigious job titles and good career paths. 
Organisation factors are a combination of features such as sociable 
coworkers and boss, a job that fits the employee’s lifestyle, the reputation of the 
company, the availability of training programs, the size of the company and a 
pleasant working environment. These factors form the basis of the employment 
proposition and lead to the evaluation of employer attractiveness. Employer 
attractiveness is the dependent variable of this thesis. It is defined as 
jobseekers’ attitudes to an organisation as a potential employer. 
1.7 Structure of the Thesis 
This thesis is divided into seven chapters. Each chapter begins with a 
introduction and ends with a summary of the key points discussed in the 




Chapter 2 provides a comprehensive review of the literature from marketing and 
HRM research. It reviews the key areas relevant to the thesis and identifies 
gaps in the current body of knowledge specific to the variables at hand. The 
review of the extant literature includes country image as researched in 
marketing and HRM literature, industry expertise as researched in consumer 
literature, the effects of ethnocentrism as researched in marketing and HRM, 
and the influence of job and organisation factors on employer attractiveness. 
The chapter concludes with a description of the foundation on which the 
conceptual model is proposed in Chapter 3. 
Chapter 3 
Based on the review of the literature, the identified gaps and the hypothesised 
relationship among the variables at hand, a conceptual model is proposed in 
this chapter. The variables chosen for the study are reviewed and their 
relationships in the conceptual model are explained. Consequently, the 
research hypotheses are developed.  
Chapter 4 
Chapter 4 discusses the scaled development methodology of the two new 
constructs – jobseeker ethnocentrism and industry expertise – introduced in this 
thesis. Churchill’s eight-step process for the development of reliable measures 
is followed. The chapter concludes with a brief summary. 
Chapter 5 
Chapter 5 discusses the methodology adopted for the main study. The chapter 
includes discussion on research design, sampling, biases in the study, the 
conceptual and operational definitions of the research, the measurements used, 
the pre-testing of the questionnaire and ethical considerations.  
Chapter 6 
This chapter presents the data analysis of the main study. The chapter begins 
with preliminary data analysis. This is followed by testing research hypotheses 
using multiple statistical techniques. The rationale for using respective statistical 
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techniques is discussed. The chapter concludes with a brief summary of 
hypotheses testing results. 
Chapter 7 
In this final chapter, the main findings are summarised and the limitations of the 
research are identified. Contributions of the thesis from theoretical and 
managerial perspectives are discussed. The chapter concludes by suggesting 
some directions for future research.  
1.8 Summary 
This chapter has presented the context of the research by discussing how 
changing trends in globalisation are posing challenges. Factors previously 
identified at job and organisation levels may not be sufficient to explain 
employer attractiveness in this new context. Based on the changing global 
trends and the identified gaps in the marketing and HRM literatures, the 
research questions related to country-level factors that influence employer 
attractiveness were then developed. An outline of the research methodology 
was followed by definitions of the key constructs used in this thesis. The 
principal contribution of this thesis is a conceptual model that integrates 
variables from marketing and HRM to assist companies in effectively evaluating 
how the image of their country impacts on jobseekers’ evaluation of 
employment. These variables are theoretically tested for the first time for their 
interplay on employer attractiveness. The integration of these inter-dependent 
research fields provides a better understanding of how the image of a country 
influences employer attractiveness in a cross-national setting.  
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CHAPTER 2: LITERATURE REVIEW 
2.1 Introduction 
In the previous chapter, the research problems and the research questions on 
country image effects on employer attractiveness were outlined. In this chapter, 
the body of knowledge from marketing and HRM research relating to this study 
is critically evaluated. This review provides both the theoretical basis for the 
development of the conceptual model and a starting point for this research. The 
first part of this chapter discusses country image typologies, empirical studies 
on country image effects, consumer ethnocentrism and key findings from the 
marketing literature that are relevant to the thesis. The second part of the 
chapter reviews country image, ethnocentrism and determinants of employer 
attractiveness as researched in the HRM literature. Based on this review, the 
disparity between marketing and HRM research on country image and 
ethnocentrism is discussed. Then a new construct of jobseeker ethnocentrism is 
suggested. The next part of the chapter discusses the importance of job and 
organisation factors in employer attractiveness. Finally, the gaps in the two 
fields of literature are discussed and the chapter concludes with a presentation 
of the conceptual model for this thesis. 
2.2 Country of Origin Effects in Marketing Literature 
This section reviews the literature in CoO effects as researched in marketing. 
This review aims to acknowledge and critically evaluate the key findings in this 
area of research. The review provides the chronological progression in CoO 
research and its evolution from the single cue of the ‘Made in…’ label to a 
multidimensional construct of country image. This review also covers the 
emergence of the cultural orientation of people, namely, consumer 
ethnocentrism, with CoO research. Finally, the section reviews research 
methodologies used in the CoO literature in marketing.  
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2.2.1 CoO as a Single Cue  
Country of origin (CoO) research in the consumer area began four decades ago 
through an article of Schooler (1965) which claimed that products from different 
countries are evaluated differently. This marked the beginning of the extensive 
research on how and why those products are evaluated differently. Initial 
investigation examined how ‘Made in…’ labels are used by consumers in their 
evaluation of foreign products. Johansson (1989) noted that consumers use 
‘Made in…’ cues to evaluate products, especially where more explicit product 
information is unavailable (Nagashima 1970; Reierson 1966). ‘Made in…’ labels 
influence consumers’ beliefs in the quality of products and thus are reflected in 
a product’s perceived attribute scores (Erickson, Johansson & Chao 1984). 
Initial studies in CoO were conducted using ‘Made in...’ labels as a single cue 
(Anderson & Cunningham 1972; Bannister & Saunders 1978; Gaedeke 1973; 
Nagashima 1970; Schooler 1971). It was confirmed that the CoO effect is 
prominent when consumers are presented with only ‘Made in…’ labels to 
evaluate products. The CoO effect occurs when products are judged based 
merely on their country of manufacture because consumers’ overall evaluations 
and preferences are coloured by their image or stereotype of the country where 
the products are manufactured (Bannister & Saunders 1978). 
Bilkey and Nes (1982) conducted the first review of the CoO literature. They 
noted that all the empirical studies they reviewed found that CoO significantly 
affected product evaluations. The authors concluded that CoO influences the 
evaluation of products in general, product class, types of products and specific 
brands. The CoO effect was confirmed for both consumers and industrial 
buyers. One of the important conclusions of their review was that products are 
evaluated based on the economic development of their country of manufacture. 
Another of the authors’ critical findings was that almost all of these initial studies 
were conducted using CoO as a single cue presented to consumers for product 
evaluation. In most cases, single cue studies are highly prone to find significant 
results. Further, it may also be possible that in single cue studies the 
respondents may predict the researcher’s objectives regarding the CoO effect, 
thus creating a demand-characteristic effect in their responses. Following the 
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recommendations of Bilkey and Nes (1982), an increasing number of studies 
started examining CoO in the presence of multiple cues such as brand, price, 
packaging, warranty, dealer and reputation. Liefeld (1993) undertook a meta-
analysis of 22 experimental investigations of the CoO effect on product 
evaluation to determine the CoO effect in the presence of multiple cues. The 
author concluded that across the experiments, multiple cues did not significantly 
impact on the size of the CoO estimate. Further, the mean effect size of the 
CoO cue was found be slightly lower for multiple cue studies compared to single 
cue studies (0.19 versus 0.22). However, the difference was not large enough 
to conclude that multiple cues deflate the CoO effects. The findings of Liefeld’s 
(1993) meta-analysis should be interpreted with caution because of its small 
sample size and its selection of only experimental studies. Notwithstanding, a 
more recent meta-analysis by Peterson and Jolibert (1995) with a larger sample 
size (N=52) found that single cue studies generate larger CoO effect sizes on 
product quality perceptions than multiple cues studies (0.30 versus 0.16). 
2.2.2 CoO with Multiple Cues  
In real life consumers do not evaluate products on a single cue, thus research 
progressed to investigate the CoO effect in the presence of multiple cues. The 
multiple-cue studies examined whether the CoO effect would diminish in the 
presence of additional extrinsic cues. Cues such as price, product quality, 
dealer reputation, warranty and brand were increasingly used along with CoO 
for product evaluation (Agarwal, J & Kamakura 1999; Barker 1984; Bilkey 1993; 
Bilkey & Nes 1982; Damanpour & Hallaq 1983; Erickson, Johansson & Chao 
1984; Eroglu & Machleit 1989; Han & Terpstra 1988; Johansson 1989; 
Johansson, Douglas & Nonaka 1985; Kaynak & Cavusgil 1983; Obermiller & 
Spangenberg 1989). Most of these studies found that the CoO effect is less 
prominent in the presence of multiple cues than with a single cue. Nevertheless, 
the CoO was found to be an influential predictor of product evaluation. To 
address the demand-characteristic issues in single cue studies, Lim and Darley 
(1997) conducted an investigation using three methodological approaches in a 
multiple cue study. The results indicated that the way the CoO cue is presented 
may lead to demand effects. They found that the multi-cue advertisement 
18 
format condition is less vulnerable to demand effects than either the single-cue 
condition or the multi-cue list format condition. All three methods showed that 
demand effects are most sensitive when using the single-cue condition. 
On the other hand, some researchers have found that the CoO effect in the 
presence of multiple cues varies depending on market and product-specific 
circumstances (Agarwal, S & Sikri 1996; Han 1989). For example, in an early 
study, Johansson, Douglas and Nonaka (1985) investigated the impact of the 
CoO cue in the presence of 13 product attributes of an automobile. Their study 
concluded that, although significant, CoO effects are relatively minor and do not 
reflect a general stereotype. Further, they found evidence that CoO is used as a 
surrogate in product evaluation when consumers are less familiar with particular 
products. Ettenson, Wagner and Gaeth (1988) conducted a conjoint-based 
study as an alternative method to attitude surveys. Respondents were 
presented with a CoO cue along with six other product attributes of blouse and 
shirt, before and after exposure to a ‘Made in the USA’ promotional campaign. 
Their study concluded the CoO effect to be relatively small in both before and 
after conditions and even smaller in the presence of price and quality attributes.  
Okechuku (1994) in a conjoint analysis investigated the CoO effect in the 
presence of brand, price, quality and warranty for television sets and car radios 
among consumers in the US, Canada, Germany and the Netherlands. The 
study concluded that CoO is ranked as one of the top three attributes in product 
evaluations in those four consuming countries. Further, CoO was considered 
more important than price and brand name. Okechuku (1994) noted that this 
contradiction in findings from the Ettenson et al.(1988) study can be attributed 
to product categories. This was confirmed by Kaynak and Cavusgil (1983) and 
Zhang (1996) – that CoO tends to be more important for technologically 
complex products. Eroglu and Machleit (1989) suggested that the predictive 
value of any extrinsic cue such as CoO is perhaps influenced by a range of 
moderating variables such as the technical complexity of the product, product 
involvement, familiarity with the product, prior experience with the product, and 
consumers’ ability to detect quality differences among competing brands.  
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Li, Dant and Wortzel (1995) found that in the presence of other cues such as 
performance features and reliability, a ‘Made in…’ label does not directly affect 
product quality evaluation. However, it is one of the critical extrinsic cues that 
evoke consumers’ country image schema, and the evoked country image 
stereotype influences product quality evaluation. The ‘Made in…’ cues on 
products evoke the stereotypes commonly attached to specific countries, i.e., 
the ‘Made in...’ label as a country of origin  country Image  product quality. 
That is, country image plays a mediating role in product quality evaluation in the 
CoO effect model. This is an important finding in understanding how consumers 
subconsciously evaluate the image of a country based on just ‘Made in…’ 
labels. An even more important finding is that consumers have different images 
about different countries based on their pre-conceived notions and these 
images affect product evaluation. This issue is discussed at greater length in 
section 2.3.  
Schaefer (1997) conducted a study to explore the CoO effect in the presence of 
intrinsic cues and brand familiarity of beers from different countries. The results 
of the study confirmed that intrinsic cues and brand familiarity have a significant 
influence on CoO evaluations. This effect is even more pronounced when 
consumers are less familiar with the brands. On the other hand, Han (1990) 
found that CoO was more important for familiar rather than unfamiliar brands in 
product evaluations of TV sets from the US and Japan. Knight (1999) 
conducted a study to investigate the CoO effect on price and quality for 
products made in the home country and in a foreign country by local and foreign 
brands. From the results, Knight concluded that country of manufacture and 
product quality have strong influences on product evaluations in globally 
available product categories. Specifically, consumers prefer locally 
manufactured products and are willing to pay a higher price for them than for 
imported products.  
Research suggests that one of the predictors of price expectations is the CoO 
of a product. Nebenzahl and Jafee (1996) reported that the lower the image of a 
country, the greater the price discount that consumers expect compared with an 
identical product from an origin with a stronger image. Price is also used to 
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counter negative CoO perceptions. For example, some Korean brands use 
lower prices to attract consumers away from Japanese brands. Research in this 
area has investigated the price differentials necessary to overcome negative 
CoO perceptions. For instance, Speece, Kawahara and Miller (1996) in their 
study on products from three different countries found that a Japanese brand 
would have to reduce product price by 20% to 25% to counter the perceived 
drop in product quality due to Korean made products. On the other hand, Tse et 
al. (1996) found that although the preference in Hong Kong for local or Korean 
TV sets is very low, the actual probability of buying them is greater when 
German and Japanese TVs are more expensive. Specee et al. (1994) reported 
that certain consumer segments in Hong Kong are willing to pay a higher price 
for their preferred brand of beer. While some consumers may prefer to pay low 
prices and expect lower quality, price may not be generalised to entire 
consumer segments. Many consumers are prepared to pay a higher price for 
higher quality. A lower price is unlikely to induce these consumers to accept 
lower quality (Ehrenberg, Scriven & Barnard 1997). Speece and Nguyen (2005) 
conducted a study to investigate whether price cuts help overcome a negative 
CoO effect among Vietnamese consumers for South Korean versus Japanese 
products. The results of their study indicated that price cuts by the Korean 
brands did little to attract consumers away from the higher priced and higher 
perceived quality of the Japanese brands. Consumers expected the Japanese 
brands to be higher in price and thus higher in quality, whereas the Korean 
brands were perceived to be lower in price and quality.  
In a more recent study of multiple cues, Ahmed et al. (2004) investigated the 
CoO effect on low-involvement products such as bread and coffee. Their study 
concluded that CoO matters in evaluation of low-involvement products; 
however, its influence in product evaluation weakens in the presence of other 
cues such as brand and price. Piron’s (2000) study indicated that CoO had a 
stronger influence on the perceptions of the quality and desirability of a luxury 
item (sports car) than of a necessity (toothpaste). Lin and Chen (2006) 
conducted a study to investigate the influence of the CoO effect in the presence 
of product knowledge and product involvement for insurance and catering 
services. The findings of their study indicated that CoO has a significant positive 
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impact on purchase decisions at different levels of product involvement. 
Similarly, Josaissen, Lukas and Whitwell (2008) conducted a study to 
investigate whether consumers’ familiarity with a product and their product 
involvement affected CoO evaluation. Their study concluded that the 
importance that consumers place on the CoO of products is based on the type 
of product. Consumers consider CoO to be more important when they evaluate 
products of low familiarity and low product involvement.   
In summary, the single and multiple cues studies reviewed above have 
confirmed the importance of CoO on product evaluations. The key findings are: 
• The CoO effect is greater in single-cue studies than in multiple-cue 
studies. Nevertheless, CoO effects are significant in most of the 
studies. 
• Product involvement and product familiarity moderate the CoO effect.  
• In general, CoO effects operate in three distinct ways. First, 
consumers may simply use the CoO cue of a ‘Made in…’ label as 
one of many characteristics they use to form product evaluations 
(Hong & Wyer 1989). Second, a ‘Made in…’ label may create a halo 
effect, which attracts a consumer’s attention and affects the 
evaluation of other product attributes (Han 1989). Finally, the CoO 
may be conceptualised as a form of country stereotyping which 
consumers use to ‘fill in’ missing information that is not supplied to 
them (Bilkey & Nes 1982; Lee, CW 1997). 
Based on the findings of single and multiple cue studies it appears that CoO is 
an important cue in the evaluation of foreign products. The research is yet to 
address whether CoO affects the evaluation of foreign employers. It is 
reasonable to expect that when consumers evaluate products based on their 
CoO, jobseekers may do the same when evaluating employers. This thesis 
aims to understand whether a mere representation of the CoO of an employer – 
for example, an Australian company or an Indian company – affects the 
evaluation of the overall employment value proposition of companies. This is 
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important to understand because: (a) previous research has not substantiated 
the CoO effect on employers, (b) local and foreign employers may not be 
evaluated similarly because of their origin, and (c) the CoO of a foreign 
employer may affect employer attractiveness positively or negatively.  
2.2.3 CoO Effects on Hybrid Origins 
As discussed in Chapter 1, one of the research questions examines the 
interaction of a hybrid employment proposition – for example, how an Australian 
employer providing a job in India is evaluated by jobseekers. The existing 
literature on recruitment has not researched this interaction effect, thus 
evidence is taken from marketing literature which has investigated the 
evaluation of products with hybrid origins. The globalisation of manufacturing 
and assembly has made it increasingly difficult to easily assign the CoO of 
products to a single country. In order to leverage on economic benefits such as 
low wages, lower production costs, the availability of skilled labour and lower 
taxation rates, companies in developed countries are increasingly moving their 
manufacturing, assembly and design units offshore to developing countries. 
There are risks in such strategies along with obvious benefits because it has 
been reported that perceived lower levels of technological development result in 
a negative CoO evaluation for products from these developing countries. A key 
research question is whether in the case of hybrid origins, the brand name cue 
– for example, Apple, designed in California and assembled in China – can in 
fact override the CoO effect. These hybrid cues often make it difficult for 
consumers to identify the actual CoO of a given product.  
The CoO cue may then be deconstructed into multiple aspects, including 
country of design, country of assembly, country of manufacture and even 
country of parts (Chao & Rajendran 1993). For example, a Nikon camera may 
have been designed in Japan, may include components from Taiwan and may 
be assembled in China. Consumers in some markets may feel confident with a 
hybrid production of a well-known brand, while feeling a degree of anxiety and 
increased risk because of a negative country bias toward the country of 
manufacture or assembly of that product (Chao & Rajendran 1993; Choi 1992). 
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Ohmae (1989) claimed that CoO is no longer applicable in the global markets 
where hybrid products are the norm. However, others argue that the opposite is 
true since globalisation is about competitive advantage based on industry 
expertise, and thus they refine the images of the separate countries of design, 
manufacture and assembly according to industry expertise. This, along with 
higher consumer awareness and greater familiarity with foreign products, may 
accentuate the CoO effect (Papadopoulos 1993). Accordingly, some global 
brands may deliberately choose whether to place most emphasis on country of 
design, manufacture or assembly, based on the perceived industry expertise of 
each origin cue. 
Supporting Papadopoulos’ (1993) argument, Lampert and Jaffe (1998) put forth 
a dynamic model of CoO effect to delineate how over time the different brands 
associated with a particular country are reflected in the updated country image 
through ‘image crystallisation’, which they define as ‘the extent to which a 
country’s image is incrementally formed into a unified and consistent construct’. 
The more consistent the country image is across brands, the higher its level of 
crystallisation. That is, a highly crystallised image would result in a perceptual 
map where various brands tend to cluster together on common characteristics, 
thus summarising the position of the national brand (Chattalas 2005). 
One of the earlier studies in hybrid products was conducted by Johansson and 
Nebenzahl (1986) to measure the change in the perceived monetary value of a 
product that results from moving its production away from the home country of 
the brand. The authors used a ‘dollar preference’ scale to measure purchase 
intention and change in the monetary value. Their study found that a company 
could improve its brand image significantly by building its automobile in a 
higher-status country. Apparently a higher-rated car-producing country (e.g., 
Germany) provides some added benefits to the brand (e.g., Buick) by 
eliminating the association to the less favoured home country (in this case, the 
US). On the other hand, a host country regarded as low status (e.g., the 
Philippines) damages both the brand and the dissociation of the brand from its 
home country. These results were confirmed in a study by Seaton and Laskey 
(1999), who found that a change in the production location of a $17,000 
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automobile from the US to Mexico resulted in a reduction of $1,952 in perceived 
monetary value. Similarly, Nebenzahl and Jaffe (1996) reported that consumer 
perceptions of the quality of Sony and General Electric products declined when 
a proposed country of manufacture (Poland) scored lower on CoO evaluation 
than the countries of the brands (Japan and the US, respectively). Consumers 
expected discounted prices for these branded products made in Poland. 
Nebenzahl, Jafee and Lampert (1997) suggested that in the case of hybrid 
products, there might be a three-way interaction between the  image of the 
brand, the image of the country of assembly and the image of the brand’s 
country of origin. For example, a well-known branded automobile such as 
Mercedes when sourced in a weak image country such as the Philippines may 
improve the country image of the Philippines and erode the brand image of 
Mercedes. The erosion of the Mercedes brand may also affect the country 
image of Germany due to the brand’s affiliation with the country, even though 
the product is not actually produced there.  
Han and Terpstra (1988) in their research found that in the case of hybrid 
products, the country of manufacture has a greater effect on consumer 
evaluations of product quality than the brand name cues. This was found to be 
true for all the product categories and experimental designs with different 
source countries used in their study. The authors recommended that when a 
company relocates manufacturing to a country with a less favourable image, it 
should attempt to conceal its production location by emphasising other more 
favourable product cues. These findings were supported by another 
experimental study by Tse and Gorn (1993), who found that country of 
manufacture has equal bearing to the brand name cue and a more lasting effect 
in consumer product evaluation. However, when the CoO cues are 
deconstructed into country of parts manufacture and country of assembly, the 
effect of country of manufacture is weakened. Country of parts was found to 
supersede a negative assembly origin effect. The decomposition of a hybrid 
product’s origin – for example, ‘parts from Japan and assembled in South 
Korea’ – can thus eliminate the potentially negative effect of the country of 
assembly. Furthermore, a reputed brand, for example, Sony, was found to 
override the effect of a negative country of parts origin. Chao (2001) also 
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deconstructed the CoO cue into specific origin cues such as country of 
assembly and country of design. The results of his study showed that a hybrid 
product’s quality evaluation is influenced by price, country of design and country 
of assembly cues, in that order.  
Using experimental design, Ulgado and Lee (1993) found that when consumers 
are presented only with brand name and country of manufacture, they use both 
these cues in evaluating the product. However, when additional product 
information is provided, then consumers rely more heavily on the brand name. 
This is consistent with the findings discussed in the previous section that in the 
presence of multiple cues the CoO effect is weakened, although it still exists. 
Similarly, Ahmed and d’Astous (1995) found that country of design and country 
of assembly have equal importance in product evaluations but brand name is a 
more important cue than either of those CoO cues. Furthermore, the presence 
of warranty information reduces the negative hybrid effect. This suggests that 
consumers may be more willing to ignore negative CoO cues when there is 
some assurance for warranty provided by companies. This conclusion was 
confirmed by Tan and Leong (1999), who found that products are evaluated 
higher in risk and lower in quality when they are manufactured in a less 
favourable country of manufacture than the country of design. However, they 
also found that these negative hybrid effects could be mitigated by an 
appropriate product warranty system.  
Nebenzahl and Jaffe (1996) examined the joint effect of brand and county of 
manufacture image. The results of their study indicated that when country of 
manufacture is not specified, consumers evaluate products based on the 
assumption that the product is manufactured in the home country of the brand. 
Thus, in the case of the missing information on country of manufacture, 
consumers supply the missing information by assuming that the product is 
manufactured in the ‘home’ country of the brand. Iyer and Kalita (1997) 
investigated the CoO evaluation for both the country of brand origin (the home 
country of the brand) and the country of manufacture, and found that both cues 
are critical in evaluation of product quality, perceived product value and 
willingness to buy. The authors also found that the evaluation of country of 
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manufacture and country of brand effect varied based on product type. For a 
non-technical fashion product such as jeans, the country of manufacture was 
more important than it was for a technical product such as a stereo sound 
system. The authors noted that technical products may require design expertise 
and creative innovation that cannot be easily transferred outside the company.  
Chao (2001) investigated the extent to which the CoO of parts, assembly and 
design influences the CoO effect on attitudes and purchase intentions. The 
results showed that respondents’ attitudes are more positive when the products 
are assembled in the US if the product parts are from the US than from Mexico. 
Also, the purchase intention for television sets and stereo systems was found to 
be higher when the product is assembled in the US and US parts rather than 
Mexican parts are used. Further, it was found that when the country of 
manufacture and country of assembly (e.g., Mexico) is less developed than the 
country of brand (e.g., the US), respondents expected lower product quality and 
therefore a lower price. Similarly, Amine and Shin (2002) conducted a study on 
Thai and American students for their perceptions of a reputable brand (Sony) 
manufactured in a developing country. The results of their study were that the 
Thai students considered a Sony Walkman made in China to be of lower quality 
than the one made in Japan. Similar to earlier studies, Amine and Shin’s (2002) 
study suggested that even a reputable brand such as Sony is affected 
negatively when manufactured in a less developed country. In their study 
delineating the effect of ‘fit’ between product category and country of design and 
country of manufacture, Hamazoui and Merunka (2006) found that the product 
category is an important determinant in product evaluations. For products which 
can be status symbols such as cars, consumers in developing countries are 
more sensitive to the country of design than the country of manufacture. On the 
other hand, for more private goods such as television sets, country of 
manufacture is more important.  
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In summary, the findings on the hybrid products suggest that: 
• The country of manufacture has a greater effect than brand on 
product evaluations. Product quality evaluations are less favourable 
when products are manufactured in a less developed country. 
• Consumers expect price discounts when the country of manufacture 
is less developed than the home country of a brand.  
• The country of design is more important for technical products than 
for non-technical products.  
• Warranty systems seem to be an effective way to mitigate a negative 
country of assembly effect.  
• Reputable brands such as Sony and General Electric are evaluated 
less favourably when manufactured in a less developed country.  
Since studies in recruitment have ignored the CoO effect on employer 
attractiveness, hybrid employment value propositions have not been 
investigated. A hybrid employment value proposition refers to a job opportunity 
located in a country other than the CoO of the company, for example, an 
Australian company offering a job in India. This thesis examines the hybrid 
interaction between the location of a job and the CoO of an employer and its 
effect on employer attractiveness. 
2.2.4 Theoretical Models 
Most of the earlier studies in CoO literature are descriptive in nature. However, 
some important theoretical models have been proposed by scholars in the field 
to enhance the understanding of CoO effects. These models are briefly 
reviewed in this section.  
2.2.4.1   Belief-Attitude Models 
One of the earlier models was proposed by Erickson, Johansson and Chao 
(1984), who evaluated the formulations of stereotypical images of the ‘belief-
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attitude relationship’ in a multi-attribute model framework. They conducted the 
study to understand how product-related image variables such as country of 
origin influence the formation of beliefs and attitude. Their findings suggested 
that inferential beliefs about one attribute influence beliefs about other 
attributes.  
Insert figure here 
This belief-attitude model is related to the country of origin image (as opposed 
to the country of origin of a product) and attitudes to a product. The researchers 
postulated that product attributes can influence, as well be influenced by, 
attitudes to the product, and that the role of the country image is to affect 
indirectly through beliefs. Their study found that the country image variable 
appears to have direct effects on beliefs but not on attitudes. Their study did not 
find sufficient evidence to conclude that the ‘true levels’ of a component of a 
product or ‘familiarity’ with a product have a strong effect on evaluation. This 
study was extended by Johansson, Douglas and Nonaka (1985) to explore 
whether demographics factors were responsible for this insufficient evidence. 
However, their findings were consistent with earlier findings. Demographics 
such as the nationality or gender of the respondent had no effect on the 
relationship.  
 
2.2.4.2   The Han Models 
Many studies prior to Han’s have implicitly or explicitly conceptualised country 
image as a halo that consumers use to infer the quality of an unknown foreign 
brand. This view stresses that consumers use the country of origin information 
cue in product evaluation as they are often unable to assess the true quality of a 
country’s product. For example, the image of German engineering helps to 
enhance the image of an unrelated product such as German beer. 
Halo Construct View 
The halo hypothesis has two theoretical implications. First, consumers make 
inferences about product quality from country image. Second, country image 
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affects consumers’ rating of product attributes (Johansson, Douglas & Nonaka 
1985). The halo hypothesis suggests the following structural relationships: 
country image  beliefs  brand attitude (Figure 2.2). In this halo model, 
country image affects beliefs about tangible product attributes, which in turn 
affect the overall evaluation of products. This model has been supported by 
(Erickson, Johansson & Chao 1984; Johansson, Douglas & Nonaka 1985). 
Insert figure here 
Alternatively, Han (1989) demonstrated that when consumers are not familiar 
with a country’s products, a summary construct model operates in which 
consumers infer product information from the country image, which then 
influences brand attitude. Eventually, the county of origin cue leads the 
consumer to greater cognitive elaboration about tangible product 
characteristics. This is particularly true when the consumer knows the country of 
origin before having to make a formal product evaluation. The halo model 
suggests that consumers use country image to infer quality when the actual 
quality is unknown. Country image becomes a surrogate for quality when 
product information is lacking (Han 1989), when there is a lack of familiarity with 
the product and when purchase context information is lacking. If consumers 
have a high level of product familiarity, country image will have no significant 
effect as a halo on consumers’ product evaluation. The theoretical implications 
of the halo model are that consumers make inferences about product quality 
from country image, and the country image affects consumers’ rating of product 
attributes (Erickson, Johansson & Chao 1984; Johansson, Douglas & Nonaka 
1985).  
Summary Construct View 
The theoretical implications of the summary construct view are that consumers 
construct country image as an abstraction of product information and that 
consumers’ attitudes to a product are directly affected by the country image. 
The summary construct view has two implications. First, consumers abstract 
product information into a country image (for example, German car helps to 
build the image of Germany), in contrast to the inference drawn in the halo 
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hypothesis. This is because consumers construct country-specific information 
by generalising product-specific information from brands or products of a 
country. Second, country image directly affects consumers’ attitudes to a 
product or a brand from the country instead of affecting their attitudes indirectly 
through product attribute rating. In the affect referral, a consumer avoids 
reviewing any attribute data by comparing only previously formed global 
affective impressions of the options. 
Insert figure here 
The summary construct view suggests the following structural relationship: 
beliefs  country image  brand attitude. Han does not suggest that only one 
of the models represents the country image’s true role in product evaluation. In 
fact, product familiarity is said to affect the causal order between country image, 
beliefs and attitudes to brands. His research findings show that in conditions of 
low product familiarity, the halo model has the best fit. In this condition, brand 
attitudes may be indirectly affected by consumers’ inferential beliefs. On the 
other hand, when consumers have a high level of familiarity with a country’s 
products, the summary construct model has a better fit. In this condition, 
country image may summarise consumers’ beliefs about product attributes and 
directly affect their attitudes to brands.  
Han (1989) suggested that the CoO cue operates as a halo or summary 
construct. When consumers are unfamiliar with a country’s products, the CoO 
performs as a halo construct, in which the CoO affects consumers’ beliefs about 
product attributes, and these beliefs affect the consumers’ attitudes to a 
product. On the other hand, when consumers have more experience or are 
familiar with a country’s products, CoO operates as a summary construct, 
whereby consumers’ beliefs about product attributes influence CoO. Thus, CoO 
as a cue may be used as a short-cut for a consumer’s judgment without the 
consumer considering other information about the product. Although Han’s 
views have provided valuable insight into how country of origin affects product 
evaluations, the models do not identify in what conditions country of origin is an 
important information cue. Some authors (Bilkey & Nes 1982) suggest that CoO 
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is used as a surrogate to evaluate product quality when consumers are 
unfamiliar with a brand or a product or a product class. Papadoloulos, Heslop 
and Bamossy (1990) proposed three main explanations for this. First, 
consumers in today’s complex marketplace often try to simplify information 
through ‘chunking’, using CoO as a surrogate indicator of product quality and 
social acceptability. Second, as a result of media reports and other information 
about foreign countries, consumers are becoming more aware of, and familiar 
with, foreign products. Finally, differences among product origins are 
accentuated by the increasing use of CoO labels by marketers aiming to define 
unique product positions against their competitors and by ‘buy domestic’ 
campaigns to product domestic manufacturing.   
Cordell (1992) stated that CoO is an extrinsic cue which belongs to intangible 
product characteristics such as a product’s brand, packaging and price. Unlike 
intrinsic characteristics, a change in the extrinsic cues has no direct effect on a 
product’s performance. Since it may be difficult to interpret intrinsic cues before 
using a product, consumers often rely on extrinsic cues for product evaluations. 
That is, using CoO as a proxy or surrogate for other cues suggests that prior 
experience or familiarity with a particular product or brand may influence the 
impact of the CoO on product evaluation. On the other hand, consumers 
familiar with a specific product class may be less likely to rely on CoO as a cue 
in product evaluation. Similarly, favourable or unfavourable experience with a 
product class from a specific country may influence evaluations of other 
products from that country. For example, a consumer may know very little about 
an automobile’s technical attributes and therefore be unable to make accurate 
evaluations based on intrinsic information. However, that consumer may believe 
that Japan produces high quality and reliable products. This country stereotype 
would lead the consumer to infer that Japanese cars are good quality. 
 
2.2.4.3   The Johansson Model 
Johansson (1989) suggests in this model that the customers’ propensity to use 
a product’s ‘Made in…’ label is the central concept. When this propensity is 
high, the customer is expected to use the ’Made in…’ label as an ‘instrumental 
cue’ in one of four possible ways. The cue might be used by the customer: to 
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guess the attributes of a product (a cognitive ‘inference’ effect); to simply 
process information (a cognitive ‘proxy’ effect); to decide whether to like it or not 
(a matter of the affect towards the country, a function of a country stereotype); 
or to help determine its social acceptability (a behavioural norm effect). This 
model implies that the predictive value is influenced by perceived differences 
between different countries (variability between countries) and perceived 
differences between different products from a given country (within-country 
product variability). A combination of high between-country variability and low 
within-country variability results in high predictive value. High within-country 
variability and low between-country variability results in low predictive value. 
Insert figure here 
The Johansson model shows that confidence value is influenced by country and 
product familiarity and whether or not the product under consideration is 
‘hybrid’. Consumers are more likely to use the country of origin cue when they 
believe that the cue is related to product quality and when they are confident in 
their ability to perceive and judge. This model was confirmed by Heimbach, 
Johansson and MacLachlan (1989), who found that product familiarity increases 
the confidence value, which in turn results in a higher propensity to use country 
of origin as a relevant cue. One of the limitations of Johansson’s model is the 
lack of intrinsic and extrinsic cues. It is unclear how the use of country of origin 
might be affected by the availability of other information.  
2.2.4.5   Roth and Romeo Model 
Few studies have examined what underlies a consistent or favourable match 
between products and country image. Roth and Romeo (1992) examined how 
consumers evaluate products which match the importance of product category 
and perceived image of the country of origin. Their study offers some examples 
of consumer product and country perceptions on the image dimensions of 
design and prestige. For example, products from France may be perceived to 
be of good design and prestige, whereas Hungary is perceived as weak in 
these areas. Further, design and prestige may be considered important when 
consumers evaluate shoes but relatively unimportant when they evaluate beer.  
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Insert figure here 
A product-country match occurs when the perceived strengths of a country are 
important product features (such as design and prestige) for the particular 
product category. Thus, a product-country match for French shoes would be 
apparent. An unfavourable product-country match (cell II) would appear when 
the important product features are not the perceived strengths of the country. 
Hungarian shoes would appear to be an unfavourable match. A favourable 
mismatch (cell III) would occur when the image dimensions for a country are 
positive but they are not important for the particular product category. Such 
would be the case for French beer. Likewise, an unfavourable mismatch (cell 
IV) would occur when an image dimension is both an unimportant product 
feature and not a perceived strength of the country. Hungarian beer would likely 
be an unfavourable mismatch.  
2.2.4.6   Knight and Calantone Model 
Knight and Calantone (2000) proposed a flexible model to understand the 
underlying cognitive processing of the image consumers have about a product’s 
country of origin and its impact on a purchase decision. Their model suggests 
that country image cognitive processing is significantly more complex than 
found in previously research, and that culture appears to play an important role 
in a purchase decision. The flexible model is a combination and an improved 
version of Han’s (1989) halo and summary models. The model represents the 
associative processing of human cognition on country image and the nature of 
cognitive processing in respect to foreign cultures. The model reflects 
consumers’ views that attitudes regarding foreign products are evoked (to the 
extent that CoO information is known) as a function of the simultaneous 
processing of country image and specific product beliefs. Han’s (1989) halo 
construct model suggests that where consumers have low product knowledge, 
the effect of country image on attitudes is consistently meditated by product 
beliefs. On the other hand, the summary model suggests that when consumers 
have high product knowledge, the effect of product beliefs on attitudes is 
consistently mediated by country image.  
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Insert figure here 
Knight and Calatone (2000) argued that both halo and summary construct are 
questionable. Although Han’s (1989) model suggests that in both low- and high-
knowledge cases country image and beliefs cannot influence attitudes directly, 
it seems more likely that consumers use both country image and product beliefs 
simultaneously in varying degrees, regardless of the state of their knowledge. In 
their model Knight and Calantone (2000) presented a simultaneous processing 
of beliefs and country image on consumers’ attitudes to products. This flexible 
model provides a holistic explanation of attitude formation, allowing attitudes 
through beliefs to be both directly and indirectly influenced by country image. 
One of the strengths of this model is that it accounts for situational 
contingencies in cognitive processing where consumers’ knowledge is either 
high or low, and it allows for the evolution of such processing over time. Further, 
the flexible model is more capable of delineating differences in attitude 
processing based on culture and other fundamental consumer differences. This 
model is more accommodative in cross-cultural studies where differences in 
nationalities can give a different emphasis to country image effects on product 
attitudes.  
2.2.5 Country Image 
Country of origin research has evolved gradually to a multidimensional 
construct of country image (CI) (Roth, KP & Diamantopoulos 2008). The earlier 
studies reviewed in the previous sections investigated CoO effects through 
‘Made in…, assembled in… and designed in   ’ labels on the products. As 
discussed in the previous section, most of the theoretical models suggested that 
‘Made in…’ labels evoke country image stereotypes which then affect 
consumers’ attitudes to products. Since then, research has advanced in 
studying the underlying attributes of country image and how country images are 
developed. It is important to review the literature on country image for this thesis 
for a number of reasons. First, country images are based on stereotypes which 
may be drawn from the country’s history, economic development, industry 
expertise, political stability, international events, marketing campaigns, 
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technological events, labour conditions or the people of the country. Second, 
different people may have different images of the same country based on their 
own experience and their exposure to the given country; consequently, these 
images may affect their evaluation of the country’s products and companies. 
Third, as the following sections reveal, products are evaluated based on the 
industry expertise of a country in producing high quality products, so it is 
important to understand how this industry expertise moderates the CI effect. 
Fourth, based on the influential findings on CoO and the CI effect, this thesis 
investigates the effects of both these constructs in relation to employer 
attractiveness.  
Before discussing the empirical findings, it is essential to review the definitions 
and taxonomies used for CI because CI has been researched under various 
definitions and taxonomies. The review of definitions reveals that CI is formed in 
three distinct ways: (1) by the general image of a country, referred to as 
country image, (2) by the image of a country and its products, referred to as 
product-country image and (3) by the image of products from a country, 
referred to as product image. Table 2.1 shows an extensive review of the 
definitions of these three forms of CI. 
Table 2.1 illustrates the classification of national image in international 
marketing literature with the terminology relevant for each study. For example, 
overall country image is a holistic perception of the image of a country based on 
country-level factors such as the political environment, technological 
advancement, economic status, cultural differences (or similarities), historical 
relationships and national symbols. Definitions of product-country image 
suggest that countries are stereotyped based on the attributes of their products. 
Product image is the general perception of a product’s quality, based on 
consumers’ prior perceptions of the country’s production and marketing 
strengths and weaknesses.  
Insert table here 
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In their extensive review of 750 publications in CI research, Papadopoulos and 
Heslop (2002, pp. 298-302) found nine major categories: 
• National and other place images are powerful stereotypes that 
influence behaviour in all types of target markets. 
• The effects of national images vary depending on the situation. 
• Origin images affect price expectations. 
• Product country images appear to consist of key seven constructs. 
• In the case of hybrid products, buyers may distinguish between a 
product’s country of design, manufacture, assembly and/or the 
producer’s home country. 
• Product country images of specific classes are related to a country’s 
global product image. 
• Buyers distinguish between national and product images and 
between major, niche and less developed countries as producers. 
• Product country images may shift slowly over time or quickly as a 
result of intervening events. 
• The effectiveness of ‘buy domestic’ campaign is unclear. 
Of these nine categories, the three relating to product images – (1) the effects 
of national images vary depending on the situation, (2) origin images affect 
price expectations, and (3) in the case of hybrid products, buyers may 
distinguish between a product’s country of design, manufacture, assembly 
and/or the producer’s home country – have already been reviewed in the CoO 
section of this chapter. The remaining categories pertaining to country image 
and product country image findings are reviewed in the following sections. 
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2.2.5.1   Country Image Stereotypes 
Bannister and Saunders (1978) appear to have been the first to provide a 
country image definition; however, their study did not measure country image 
based on the dimensions defined by them (see Table 2.1). In fact, the authors 
measured CoO based on Nagashima’s (1970) scale. Martin and Eroglu (1993) 
were among the first to define and measure the effects of CI on product 
evaluation in their scale development study. They defined CI as ‘the total of all 
descriptive, inferential and informational beliefs one has about a particular 
country’ (p.193). The authors developed a 14-item semantic deferential scale 
using four different data sets to measure CI on three distinct dimensions: 
political, economic and technological. The authors argued that CI is completely 
different from the CoO construct which measures attitudes to products from a 
certain country. Country image can develop as a result of a direct experience 
with the country, such as spending time in the country. Alternatively, it can be 
influenced by outside sources of information, such as advertising or word of 
mouth. Lastly, it can be affected by inferences (correct or incorrect) based on 
past experiences such as opinions gained from using products originating in 
that particular country. Their study concluded that the ability to use measures of 
CI predict the probability of purchase behaviour.  
Country stereotypes are preconceived notions that consumers have about 
foreign products rather than views about products based on their merits 
(Reierson 1966). Researchers on country stereotypes have agreed ‘that people 
hold stereotyped images about various countries and that these images affect 
the way in which the countries’ products are evaluated’ (Papadopoulos, Heslop 
& Beracs 1989, p. 33). Country stereotypes are analogous with the image in 
people’s minds of the quality of products and the degree of technological 
sophistication, reliability and industrial development of a particular country 
(Khachaturian & Morganosky 1990). Country stereotypes allow consumers to 
apply a consistent standard of quality to product categories even without 
personal experience with the products because of the reputation of a country.  
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Interestingly, country image is not a static phenomenon; it can change slowly or 
quickly due to some event such as hosting the Olympic Games, a Grand Prix 
race or the Commonwealth Games. Developing countries are increasingly 
bidding for such events to gain a more favourable country image. Recent 
examples include China hosting World Expo 2011, and India hosting the 2010 
Commonwealth Games and Formula 1 2011. Singapore hosting an all-night 
Formula 1 Grand Prix is another example of a major event raising a country’s 
image. Some scholars have studied the influence of events on the image of 
country. For example, Jaffe and Nebenzahl (1993) studied the effects of the 
Olympic Games on the image of South Korea and of Tiananmen Square on the 
image of China. Their results showed major and immediate influences that were 
positive and negative respectively. National images as stereotypes also impact 
on how the country is perceived for foreign direct investments and tourism. 
Recent marketing campaigns by Dubai, Singapore, Malaysia, Thailand, India 
and Seoul branded their countries ‘scenic’ for tourists and ‘hi-tech’ for investors. 
The converse of this is that country image may deteriorate for countries that are 
struggling with political and civilian unrest. Examples are Libya, Egypt, and 
Oman, which may have degraded the images of their countries for foreign 
investment and tourism.  
Some longitudinal studies (Papadopoulos & Heslop 2003) suggest that in the 
absence of major events, country images may shift very slowly. This suggests 
that country image stereotypes are strong and not easy to change. Examples 
are the transformation of Japan’s image ‘from trinket to technology’, which took 
about two decades, and the transformation of South Korea’s image with major 
help from the Olympic Games. Papadopoulos and Heslop (p. 300) drew four 
main conclusions for the transformation of country image: 
• Images changes over time, but slowly. 
• Penetration pricing and other incentives can help to overcome initial 
consumer resistance. 
• Events can help to speed up (or hinder) the process. 
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• A focused overall plan for market development is a necessity.  
The last conclusion is particularly relevant to emerging economies such as 
those of Eastern Europe, which appear to put more emphasis on ‘promotion’ 
than systematic marketing, as in the ‘Czech Made’ campaign, where the 
national image of Czechoslovakia has not changed significantly in spite of the 
time elapsed since the fall of communism.   
Stereotypes are not limited to product evaluations; they are also applicable to 
tourism, industrial and retail buyers, and foreign direct investments. If country 
image stereotypes are not limited to products, it is reasonable to assume that 
they can be applied to almost any cross-cultural or national situation. The 
research, however, has not investigated how country image stereotypes affect 
foreign companies in their recruitment activities. One of the key objectives of 
this thesis is to fill this gap by investigating companies from two different 
countries and how jobseekers evaluate these employers based on country 
image stereotypes.   
2.2.5.2   Country Image and Economic Development 
The economic development of a country is one of the major indicators of its 
success to the rest of the world. In country image research, a great deal of 
attention has been focused on how products are evaluated based on their 
country’s economic development. The CI effect is perceived in congruence with 
the level of economic development of a country (Allred, Chakraborty & Miller 
1999; Batra et al. 2000; Choi 1992; Jaffe, ED & Nebenzahl 2006; Jin, 
Chansarkar & Kondap 2006; Roth, M & Romeo 1992). In their meta-analysis, 
Verlegh and Steenkamp (1999, p. 521) concluded that ‘differences in economic 
development are an important factor underlying the CoO effect’. In general, it is 
found that products made in developed and developing countries are not rated 
equally. The subsequent subsections will review the findings on CI and 





2.2.5.3   Consumers in Developed Countries 
Studies have shown that products from developed countries are favoured over 
products from developing countries by consumers from both developed and 
developing countries (Bandyopadhyay 2001; Batra et al. 2000; Jaffe, ED & 
Nebenzahl 2006). Products from developed countries are perceived to be 
higher in quality, satisfaction and value for money than products from 
developing countries (Bilkey & Nes 1982). Rationalising this, some authors 
have suggested that developed countries are perceived more favourably for the 
quality of their workers (Li, WK & Monroe 1992), which results in the belief that 
the products have high quality (Iyer & Kalita 1997). In contrast, products from 
developing countries are valued lower in quality, higher in risk and less 
satisfactory than products from developed countries (Laroche et al. 2005). 
Some researchers (for e.g., Chao 2001; Kaynak, Kucukemiroglu & Hyder 2000) 
have maintained that developed countries have built a reputation over time and 
their perceived product quality is expected to be superior, symbolising better 
reliability and product performance. 
Gadeke (1973) made the first attempt to explore the differences between 
products from developing and developed countries. The author investigated the 
attitudes of American consumers to products from eleven developing countries. 
The findings of the study were that overall American products were rated higher 
in quality than products from developing countries. Further, American brands 
were affected with negative associations when sourced from developing 
countries. This finding was  supported by Khachaturian and Morganosky’s 
(1990) study, which concluded that a decline in perceived quality reflects the 
level of industrial development of the CI. Wall et al. (1991) conducted an 
experimental study on CI effect on the quality, price and brand of products from 
a developing country. The results of the study indicated that even low 
involvement products such as shirts, wallets and telephones are rated low on 
quality for a developing country, South Korea, compared to the rating for the 
developed countries of the US and Canada. Similarly, Smith (1993) found that 
cloth and wine glasses are perceived to be of lower quality when sourced from 
developing nations in Central America compared with Asia. These findings were 
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confirmed by Lawrence (1992) in a study on New Zealand consumers’ 
perceptions of imported cars.  
In an extensive study conducted by Cordell (1992) on American consumers’ 
perception of eight different product categories including wristwatches, 
cameras, electric typewriters and VCRs from seven developed and seven 
developing countries, it was found that American consumers are biased against 
products from less developed countries. Okechuku (1994) conducted a study on 
the quality perceptions of television sets and car radios from Japan, the US, the 
Netherlands, Mexico and South Korea by Canadian, American, German and 
Dutch consumers. Mexican and South Korean products were considered the 
least favourable in both product categories by consumers from all four 
countries. Similar findings have been confirmed in the industrial market. 
Quester, Dzever and Chetty (2000) conducted a cross-national investigation for 
an Australian and New Zealand purchasing agent on the CI effects on industrial 
products from 17 different countries which included seven developed, four 
newly industrialised and seven developing countries. Their findings indicated 
that CI effects were prominent for the two samples of machine tools and 
component parts. Further, respondents evaluated products from developed 
countries and new industrialised countries higher than from developing 
countries. 
2.2.5.4   Consumers in Developing Countries 
In contrast to the findings in developed countries, where consumers prefer 
products from their own countries, consumers in developing countries prefer 
products from developed countries. The following excerpt from a qualitative 
study by Ger (1999, p. 66) is the opinion of a Turkish consumer in relation to 
products from the US compared to products made in Turkey. 
If the name is English it is good, what comes from abroad is good. 
Ahmed, d’Astous and d’Almeida (1994) conducted a study on women 
consumers in the Ivory Coast for their perceptions of quality and purchase value 
for garment products sourced from Holland, Canada and the Ivory Coast. The 
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findings of their study were that preferences for garment products from Canada 
and Holland were higher than from the Ivory Coast. Zhang (1996) conducted an 
experimental design to study the influence of culture, product type (a shirt as 
non-durable and easy to evaluate versus a television set as durable and more 
difficult to evaluated) and presentation format on the CI effect on Chinese 
consumers. The CI effect was found to be consistent for both the product 
categories; products with a positive CI image received more positive ratings 
from the Chinese consumers. For example, television sets from Japan and the 
USA were preferred to South Korean products. Zain and Yasin (1997) 
conducted a study in Uzbekistan to explore CI effects on the quality perceptions 
of eight product categories including cars, consumer electronics and clothing 
products sourced from seven countries  – two developed and five developing 
countries. Their study concluded that products from the developed countries of 
Japan and the USA were considered significantly better in quality in all product 
categories than products from Uzbekistan, Russia, Turkey, China and India.  
Similarly, Kaynak, Kucukemiroglu and Hyder (2000) conducted a study on 
Bangladeshi consumers’ quality perceptions of general, electronics, food, 
fashion and household products sourced from nine foreign countries compared 
with locally manufactured products. Their findings indicated that consumers in 
Bangladesh prefer products made in Western countries. Further, the authors 
found a preference for products based on the perceived industry expertise of a 
country – for example, electronic goods from Japan, food products from the US, 
fashion merchandise from England, the US and Germany, and household 
goods from England, Germany and the US were considered the most desirable 
products. In addition, the study found that products which originated from 
developed countries were perceived to be associated with similar attributes 
such as good quality, reliability, performance and good workmanship, and the 
products originating from developing countries were perceived to be less 
desirable in quality.  
Consumers in developing countries assess foreign products, especially from 
Western countries, for symbolic, status-enhancing reasons, in addition to the 
perception of higher quality. This generalised status preference for foreign 
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brands has been reported in developing countries such as China (Sklair 1994), 
Vietnam (Schultz, Pecotich & Le 1994), Nigeria (Arnould 1989), the Democratic 
Republic of Congo (Friedman 1990), Zimbabwe (Burke 1996), Romania and 
Turkey (Bar-Haim 1987) and Ethiopia and Peru (Belk 1988). Based on the 
findings of these studies, Batra et al. (2000) conducted a study to explore 
whether Indian consumers preferred foreign brands not only for their quality but 
also for communicating social status. The authors found that consumers with a 
greater admiration for ‘lifestyles’ showed a higher preference for foreign brands. 
Further, similar to Kaynak et al.’s (2000) study, Batra et al. found that the 
preference for foreign brands is moderated by the product category. The 
preference for foreign brands in developing countries was confirmed by findings 
in a more recent study conducted by Jin, Chansarkar and Kondap (2006) in 
India. The authors found that brands from a developed country are perceived as 
superior and are preferred over those from a less developed country. Brands 
from developed countries are perceived to be technically advanced and of good 
design, good quality, and good reliability compared to Indian brands or brands 
from other developing countries. 
Yet another study on Indian consumers had similar findings. Bandyopadhyay 
(2001) investigated Indian consumers’ evaluation of imported products from 
Japan, Germany, the US and Britain. Findings were that Indian consumers 
prefer imported household items, electrical goods and electronic durables to 
Indian products. Further, the study found that Indian consumers have a 
tendency to rate their home country’s product low in quality, value and image. 
Mohamad et al. (2000) undertook a study in Malaysia to explore consumer 
product preference on imports from Japan, the US, Italy and France. Their 
study concluded that products from these four developed countries are 
preferred over locally manufactured goods or goods imported from newly 
industrialised Asian countries such as Singapore, Taiwan and Indonesia.   
To summarise, the findings of CI effects based on economic development 
suggest that: 
44 
• Consumers in developed countries and developing countries prefer 
products originating from developed countries.  
• Products from developed countries are evaluated high in quality and 
satisfaction and low in risk whereas products from developing 
countries are evaluated high in risk and low in quality and 
satisfaction.  
• Consumers in developing countries prefer foreign products for their 
symbolic and social status meanings.  
The product type moderates the effect of economic development on CI. That is, 
irrespective of economic development, consumers prefer products based on 
industry expertise – for example, electronics from Japan are evaluated higher 
than those from the US, and food products from the US are evaluated higher 
than those from Japan. This issue is referred to as the industry expertise effect 
and is reviewed in the following section. Research has largely ignored how 
companies from countries with different levels of economic development are 
evaluated for employment purposes. It seems that if products are evaluated 
based on the economic development of their origins, it is very likely that 
companies may be evaluated in a similar way. When product attributes from 
developed countries are evaluated higher for product quality, reliability, 
performance, value for money and satisfaction compared to products from 
developing countries, it seems reasonable to expect that jobseekers may 
evaluate companies from developed and developing countries differently in 
terms of salaries, fringe benefits, career paths and the overall employment 
value proposition. Countries that are economically developed have been 
successful in building a positive reputation for their products being consistently 
preferred over products from developing countries. This reputation may not be 
limited to product evaluations. This thesis explores whether this reputation is 
extended to companies when they undertake recruitment activities in foreign 
countries. The thesis aims to answer whether, like consumers, jobseekers 
evaluate companies based on the economic development of their country of 
origin. If so, then how do jobseekers from developed and developing economies 
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evaluate companies differently? This issue is discussed in Chapter 3, where the 
conceptual model, along with other variables, is discussed.  
2.2.5.5   Country Image and Industry Expertise 
Industry expertise is one of the leading subsets of country image research 
(product-country image). It has been established that products are evaluated 
based on their country image and the economic development of their country. 
The exception to this rule is that certain product types are evaluated 
consistently more favourably than other product types from a specific country. 
For example, French wines are evaluated higher than French automobiles and 
Japanese electronics are evaluated higher than Japanese food products 
(Kaynak & Cavusgil 1983). This occurs because some countries have gained a 
competitive advantage in certain industries by consistently producing high 
quality products. These products are then evaluated positively irrespective of 
the economic development of the countries. For example, Colombian coffee 
and Afghan rugs are evaluated highly despite the countries’ low economic 
development. Thus, while CI effects occur at the macro or global level, they also 
appear to be operating at the micro or product type level.  
Roth and Romeo (1992) identified four product county image dimensions – 
innovativeness, design, prestige and workmanship – with the perceived CI 
along the same dimensions. They defined the product country image 
dimensions as: 
• Innovativeness: use of new technology and engineering advances 
• Design: appearance, style, colours, variety 
• Prestige: exclusivity, status, brand name reputation 
• Workmanship: reliability, durability, craftsmanship, manufacturing 
quality 
Roth and Romeo then conducted a study to determine which dimensions were 
most frequently associated with a CI and how critical these characteristics were 
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to different product categories. The findings indicated that perceptual links can 
be either favourable or unfavourable depending on the product type and 
dimensions – the ‘product-country fit’. A product-country fit occurs when the 
perceived country image dimensions (e.g. German engineering) are related to 
desirable product characteristics (e.g. automobiles). Consumers’ willingness to 
buy was found to be higher when product-fit occurred. That is, countries were 
evaluated highly on dimensions that were also important to these product 
categories (Roth, M & Romeo 1992). These findings suggest that consumer 
perceptions vary depending on whether a country’s perceived industry expertise 
and marketing strength are related to the product category.  
Agrawal and Sikri (1996) investigated whether pre-existing country images can 
be transferred to and influence judgments of new products. Their study 
suggested that there is a significant association between beliefs held for a 
country’s  best-known product category and expectations for new products. In 
addition, it was found that when products are perceived to be similar, there was 
a higher transference of beliefs to the new products. This suggests that positive 
product country image may encourage marketers to introduce new products 
that will quickly gain consumer awareness and acceptance. On the other hand, 
Niss (1996), in a study of managers and owners of Danish export firms, found 
that while it is useful at the introduction stage of the product life-cycle to have a 
product-country fit, the impact of the association diminishes over time. Li, Fu 
and Murray (1997) investigated the influence of American, Japanese and 
Chinese products on consumers in China using Roth and Romeo’s (1992) 
product country image scale and Martin and Eroglu’s (1993) country image 
scale. Their findings indicated that product country images and country images 
held by Chinese consumers varied significantly across the three countries. 
Further, although product country images for both Japan and US were 
significantly better than for China, consumers showed a higher preference for 
Japanese products than American ones. The authors noted that this was 
because Japanese products are perceived to be significantly better in terms of 
innovation, design, prestige and workmanship than American and Chinese 
products. The authors also tested the relationship between product country 
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images and country images and concluded that product country images 
positively and significantly affect country image.  
Some researchers (such as (Nebenzahl, ID & Jaffe 1996) have observed that 
product country images are analogous to a ‘brand image’ for individual 
countries. These images allow consumers to apply a consistent standard of 
quality and product attributes to categories with which they have had no 
personal experience because of the reputation that has been established. 
Examples are French wines, German engineering, Japanese electronics and 
Colombian coffee. Further, the images of specific products may be weaker or 
stronger than the ‘global’ image of their CoO, but they move in tandem with it. 
That is, consumers may think more highly of French fashion than Japanese 
fashion but the higher Japan is thought of, the higher its fashion products are 
thought of. Companies in a country which has a reputation for industry expertise 
in some area often try to capitalise on that by associating their products closely 
with the reputation for industry expertise. For example, it is common to see 
German automobile companies using ‘German engineering’ as their tag line in 
advertisements. As Thakor and Kohli say, ‘to the point of including German 
words in ads, as with Volkswagen’s Fahrvernugen, or highlight their 
performance credentials with reference to the lack of speed limits on the 
autobahn’ (Thakor & Kohli 1996, p. 34). However, it is difficult to imagine 
German wines capitalising on this industry expertise. Therefore, a German wine 
manufacturer might distance their product from Germany due to product-country 
misfit, whereas a French wine manufacture would leverage this industry 
expertise.  
Marketers have found industry expertise to be a powerful indicator of quality. 
Thus, some companies are ‘adopting’ origins in order to exploit the benefits of 
these established stereotypes. Examples of this were provided by LeClerc, 
Schmitt and Dube (1994, p. 263), who documented the companies that have 
‘adopted’ origins based on industry expertise.  
What do Klarbunn waters, Giorgio di St. Angelo designer wear, and 
Häagen Dazs ice cream have in common? All three successful brands, 
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and all are not what they seem. Klabrunn is not the clear mountain-spring 
mineral water from the German Apls that its brand name suggests; it is 
American water bottled in Wisconsin. Giorgio di St. Angelo designer wear 
is not the latest fashion from Milan but the product of U.S. designer 
Martin Price. And Häagen Dazs is not Danish or Hungarian ice cream; it 
is American ice cream made in Pillsbury, with headquarters in 
Minneapolis. 
Such successful examples suggest the power of industry expertise in consumer 
evaluation of products. International markets are filled with many other 
examples. For instance, in order to compete with premium American and 
German automobile brands, Japanese companies such as Toyota and Honda 
have launched their luxury car brands with English-sounding names such as 
Lexus and Acura, respectively. On the other hand, British electronics company 
Matsui adopted a Japanese-sounding name since Japan is reputed for 
producing high quality electronic products (Mueller, Broderick & Mack 2001). 
Nokia, the Finnish telecom leader, is often believed to be Japanese because of 
the perceived association of its name to Japan. Haier is a Chinese home 
appliance brand that has adopted a German-sounding name. Wine and 
cosmetic manufacturers globally often ‘adopt’ French origin by means of having 
French-sounding names. While some international brands have chosen a 
deliberately ‘hybrid’ positioning, L’Oréal has made a deliberate effort to diversity 
the cultural origins of its brands to include ‘New York street smarts or French 
beauty’. Acknowledging that two beauty cultures, French and American, are 
prominent, L’Oréal thrives by embracing both. Similarly, in order to mitigate anti-
American protests in France, McDonald’s advertises ‘Born in the US, made in 
France’. 
Companies that are new to the international market may not have either an 
established country image or industry expertise in the minds of prospective 
consumers. Marketing strategies can help to communicate a positive image of 
industry expertise to benefit their products. For instance, the country image of 
Columbia was practically created in the American market in the 1970s in order 
to sell coffee. A fictional character called Juan Valdez was featured in a 
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commercial aired in America for years to communicate Columbia’s industry 
expertise in producing high quality coffee (Eroglu & Machleit 1989).  
The key findings on country image and industry expertise suggest that: 
• The industry expertise of a country in manufacturing high quality 
products moderates CI effects.  
• Consumers form stereotypes of countries that have repute in 
producing high quality products in specific product categories. 
• These stereotypes operate as yardsticks to evaluate products of the 
same type originating from different countries.  
• While products from developed countries are evaluated more 
positively than products from developing countries, industry expertise 
plays an important role in offsetting the negative connotation for 
products in which developing countries have gained a competitive 
advantage.  
• Although higher in quality, products from developed countries are 
evaluated differently based on specific product categories. For 
instance, electronics from Japan are evaluated higher than those 
from the US. Furthermore, this industry expertise also assists in 
consumer recognition and acceptance of new products.   
• Industry expertise is found to be an influential predictor in product 
evaluations to the extent that companies in international markets are 
adopting product origins by using suggestive brand names. 
Studies in CI literature have confirmed that the industry in which a company 
operates influences its product evaluations in foreign markets. The industry 
expertise that a country has gained in producing high quality products impacts 
positively on its products in foreign markets. Research is yet to establish how 
this applies to companies in their recruitment overseas. Do jobseekers evaluate 
industry expertise as consumers in their pursuit of employment opportunities? 
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Does industry expertise override the negative CI effects of companies 
originating in developing countries? Do companies that operate in an area of 
industry expertise of the country have an advantage in recruiting skilful 
employees? It is these questions that this thesis is interested in exploring by 
applying the sustainable findings on industry expertise in marketing to employer 
attractiveness. 
2.2.6 Consumer Ethnocentrism 
Culture-based differences in how individuals construe the self, others and 
interaction between the two, and their impact on cognition, emotion, and 
motivation have triggered growing research in consumer behaviour 
(Shankarmahesh 2006). This thesis focuses on ethnocentrism because of the 
growing interest in it in the consumer world (Aaker & Maheswaran 1997; 
Hofstede 2001; Kramer, Spolter & Thakkar 2007) and county image studies 
(Balabanis & Diamantopoulos 2004; Chryssochoidis, Krystallis & Perreas 2007; 
Gurhan-Canli & Maheswaran 2000; Hamin & Elliott 2006; Nguyen, Nguyen & 
Barrett 2008; Sharma, Shimp & Shin 1995; Shimp & Sharma 1987). Sumner (in, 
Shimp & Sharma 1987) offered the foremost definition of ethnocentrism as:  
the view of things in which one’s own group is the center of everything, 
and all others are scaled and rated with reference to it…Each group 
nourishes its own pride and vanity, boasts itself superior, exalts its own 
divinities and looks with contempt on outsiders (p.13). 
The ethnocentrism construct suggests that individuals who are ethnocentric rate 
their culture and country more highly than any other. Sumner accentuated ‘a 
dichotomous structure of ethnocentrism: an unfavourable attitude towards out-
groups; and a favourable attitude towards the in-groups’ (Chryssochoidis, 
Krystallis & Perreas 2007, p. 1519). Thereby, the in-group decides the standard 
for evaluating out-groups and the desire to associate with them. Later 
ethnocentrism was applied to domain-specific research on country image and 
termed ‘consumer ethnocentrism’ by Shimp and Sharma (1987). They defined 
consumer ethnocentrism as ‘a unique economic form of ethnocentrism that 
captures the beliefs held by consumers about the appropriateness and indeed 
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morality of purchasing foreign-made products’ (p. 280). Consumer 
ethnocentrism posits that patriotic feelings affect attitudes to foreign products 
and purchase decisions. Ethnocentric consumers see themselves as patriots 
and their attitudes and decisions are strongly based on this belief (Herche 
1994). For example, ethnocentric consumers buy local products in preference to 
foreign products to support their country’s economy, jobs and local 
manufacturers. Shimp and Sharma (1987, p. 280) assert that:  
from the perspective of ethnocentric consumers, purchasing imported 
products is wrong because, in their minds, it hurts the domestic 
economy, causes loss of jobs, and is plainly unpatriotic; products from 
other countries...are objects of contempt of highly ethnocentric 
consumers. 
Four independent studies by Shimp and Sharma (1987) concluded that 
consumer ethnocentrism is reasonably predictive of consumers’ intentions to 
purchase local products over foreign products. Highly ethnocentric consumers 
are perhaps most prone to biased opinions by being more disposed to adopt the 
positive aspects of local products and to discount the merits of imported 
products (Kasper 1999). Neteymeyer et al. (1991, p. 321) noted that ‘they 
[ethnocentric consumers] also feel a sense of belonging to their consumer 
ethnocentric in-group, which results in an understanding of what buying 
behaviours are acceptable or unacceptable to the in-group’. As an outcome of 
this, the emotional involvement of ethnocentric consumers is higher during their 
purchase of imported products (Crawford & Lamb 1981). In contrast, non-
ethnocentric consumers evaluate products based on their virtues and functions 
and on the benefits they offer, whether they are locally manufactured or 
imported.  
2.2.6.1   Consequences of Consumer Ethnocentrism 
Empirical investigations reported in CI literature have confirmed that consumer 
ethnocentrism is a valuable predictor of consumer attitudes (Alden, Steenkamp 
& Batra 2006; Kaynak & Kara 2002; Kim & Pysarchik 2000; Suh & Kwon 2002; 
Watson & Wright 2000), purchase intentions (Good & Huddleston 1995; Shimp 
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& Sharma 1987; Wang, CL & Chen 2004) and purchase behaviour (Witkowski 
1998; Yu & Albaum 2002). One of the consequences of consumer 
ethnocentrism is over-rating the value and quality of local products and under-
rating the merits of imported products, due to a perceived ethical obligation to 
buy local products (Kaynak & Kara 2002). Shimp and Sharma (1987) detailed 
the specific properties of consumer ethnocentrism. First, it is a general tendency 
of consumers rather than a specific attitude. Second, it is a consequence of a 
perceived concern for their home country and the detrimental effects that 
importing foreign goods may have on vulnerable local industries and the 
economy. Third, it has a moral element in that buying foreign products is 
regarded as being unpatriotic and results in a loss of jobs in their home country. 
Fourth, it is inelastic with regard to price, quality, value and other product-
related attributes. Fifth, it is assumed to be established during early childhood 
like other behavioural patterns. Lastly, overall consumer ethnocentrism in a 
society is considered to be a collection of individual tendencies.  
In CI research, O’Cass and Lin (2002) conducted a study on Singaporean 
consumers’ ethnocentrism and their preference and purchase intentions 
regarding fashion clothing brands from different countries. The findings of their 
study were that although Western brands were rated higher than Eastern ones, 
the purchase intentions were more favourable for Eastern brands. The findings 
of this study suggest that the ethnocentric tendencies held by consumers 
influence their purchase intentions positively for local brands and negatively for 
foreign brands. Wang and Chen (2004) in their studies of Chinese consumers 
found that conspicuous consumption as well as product quality perception 
assist in neutralising ethnocentric influences. This suggests that that the two 
factors of quality perception and conspicuous consumption are valid predictors 
of purchase behaviour. On the other hand, a study by Vida and Reardon (2008) 
on Slovenian consumers found that ethnocentrism was a stronger determinant 
of purchase behaviour than quality perception. The following subsections review 
the findings of the influence of consumer ethnocentrism on product attitudes, 
purchase intentions and purchase behaviour. However, before the discussion 
progresses further on consumer ethnocentrism, it is vital to clarify that 
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consumer ethnocentrism should not be confused with the CI effect because 
these two constructs are discrete and independent. 
Herche (1992) provided an explicit example of consumer ethnocentrism. An 
American consumer can have a positive country image effect for say Japanese 
cars due to industry expertise but decides not to buy a Japanese car for 
patriotic reasons. Principally, consumer ethnocentrism entails that purchasing 
local products is helpful to the economy and results in keeping jobs within the 
country for industries that are vulnerable to imports. Additionally, ethnocentric 
consumers believe that purchasing foreign products is wrong, as it is unpatriotic 
and harms the economy by causing the loss of jobs (Kaynak & Kara 2002). 
Some studies have claimed that consumer ethnocentrism is a cause of the CI 
effect (Lee, D & Ganesh 1999; Stoltman, Lim & Morgan 1991). Consumer 
ethnocentrism and the CI effect are intertwined, in that to evoke ethnocentrism, 
the country image cue is essential, and one of the causes of the CI effect is 
ethnocentrism. For example, Chryssochoidis et al. (2007) found that for highly 
ethnocentric consumers, the mere representation of the CI cue of a product 
evokes a bias against foreign products and consequently leads to a detrimental 
evaluation of product attributes. On the other hand, for consumers with low 
ethnocentric tendencies, the CI effect is elicited as an expression of 
ethnocentrism only at the level of product attributes evaluation, which results in 
a favourable but selective evaluation of specific attributes of local products. 
Hence, a mere mention of the country image cue of products is not found 
sufficient to evoke ethnocentrism.  
Since the seminal CETSCALE (consumer ethnocentrism scale) development 
study of Shimp and Sharma (1987), much research in CI has investigated the 
influence of consumer ethnocentrism on product attitudes. In their seminal 
study, Shimp and Sharma investigated the correlation between consumer 
ethnocentrism scores and attitudes to foreign products and found that there is 
strong negative correlation between the constructs: the higher the score 
consumers exhibit on ethnocentric tendencies the more negative the attitude 
they will have to foreign products. Hult and Keillor (1994) conducted a cross-
national study with consumers from the US and Sweden to explore the 
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relationship between social desirability and consumer ethnocentrism. Their 
findings showed that American consumers were more ethnocentric and more 
prone to social desirability in their attitude to foreign products than Swedish 
consumers. Witwoski (1998) conducted a study in two developing countries, 
Hungary and Mexico, to explore the influence of consumer ethnocentrism on 
product attitudes. The Mexican respondents scored higher on ethnocentric 
tendencies than the Hungarian consumers. The high ethnocentric scores of the 
Mexican consumers negatively affected their attitude to foreign products. 
Sharma et al. (1995) conducted a study on Korean consumers for their 
ethnocentrism levels to American products. Their findings indicated that the 
ethnocentric tendencies of Korean consumers affected their attitude to 
American products. Similarly, in their study on New Zealand consumers, 
Watson and Wright (2000) found that for highly ethnocentric consumers, cultural 
similarity is an important concern in attitude to foreign products. Moreover, 
when domestic alternatives are available, these consumers demonstrate higher 
preference for local products. 
Kaynak and Kara (2002) investigated the ethnocentric tendencies of Turkish 
consumers and their findings indicated that consumer ethnocentric tendencies 
vary based on lifestyle, and that these tendencies consequently affect attitudes 
to foreign products from developed and developing countries. On the other 
hand, Kim and Pysarchik (2000) in their experimental study found that 
ethnocentrism had a positive impact on American consumers’ attitudes to a 
Japanese brand and no impact on their evaluation of a Korean brand. Suh and 
Kwon (2002) conducted a cross-national study on American and Korean 
consumers to incorporate the effects of global openness and consumer 
ethnocentrism in product attitudes. They defined global openness as ‘the impact 
of globalisation and thus reflecting the self-conscious level of globalisation as a 
process of deepening consciousness and increasing sensitivity to other people 
and cultures’ (p. 667). Their study concluded that consumer ethnocentrism 
plays an important role in determining the magnitude of reluctance to buy 
foreign products. Further, their study found that American consumers were less 
ethnocentric than their Korean counterparts. Similarly, Alden, Steenkamp and 
Batra (2006) examined the impact of the ethnocentrism of Korean consumers 
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on attitude to global brands. Their findings show that consumer ethnocentrism 
plays an important mediating role in global consumption orientation and attitude 
to brands.   
Supphellen and Ritternburg (2001) conducted an interesting study to explore 
the effects of consumer ethnocentrism when foreign products are better than 
local products. The authors conducted a study of Polish consumers’ evaluation 
of one domestic and two foreign petrol station brands. The findings of their 
study indicated that consumer ethnocentrism has a positive impact on attitude 
to local brands and no effect on attitude to foreign brands when foreign brands 
are superior to domestic brands. In the same study, the authors proposed an 
information processing model for consumer ethnocentrism and attitude to 
foreign products. This model (Fig. 2.7) was later revised and tested on Russian 
consumers by Supphellen and Gronhaug (2003), who suggested that high-
ethnocentric consumers tend to process information about foreign products and 
brands in a top-down manner whereas low-ethnocentric consumers process 
such information bottom-up. 
Insert figure here 
Highly ethnocentric consumers are predisposed to judge domestic brands 
unreasonably favourably compared to imported brands and products. Because 
of this predisposition, highly ethnocentric consumers are not motivated to 
process information for foreign brands in detail. Rather they will attach a 
previous evaluation of the category to the brand in question. For example, in 
evaluating a commercial for the Levi’s brand, ethnocentric consumers tend not 
to analyse the product attributes but to swiftly categorise the brand as ‘foreign’. 
Thereby, the affect associated with ‘foreign brands’ is attached to the Levi’s 
brand. Consequently, any further processing of information will be coloured by 
the initial transferral of affect. This is top-down processing. On the other hand, 
low-ethnocentric consumers will process information about foreign brands in the 
opposite manner. These consumers are motivated to learn about foreign brands 
and will consider the details of product attributes and other information about 
the foreign brand.  
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In their study to test the above model, Supphellen and Gronhaug (2003) 
explored the effect of the ethnocentric tendencies of Russian consumers for 
their attitude to Western brands. The findings of their study indicated that the 
effect on brands and attitude varies based on the level of consumer 
ethnocentrism. Further, their results found support for the information 
processing model of Suppehellen and Ritternburg (2001), that consumers with 
low-ethnocentric tendencies tend to process information about foreign brands 
and product attributes in greater detail than consumers with high-ethnocentric 
tendencies. Reardon et al. (2005) undertook a study to investigate 
ethnocentrism in two transitional economies, Kazakhstan and Slovenia. Their 
research aimed at finding the impact of consumer ethnocentrism on brand as 
well as attitudes to advertisements. Their findings showed that for Kazakhstan 
consumers ethnocentricity results in negative attitudes to advertisements, 
suggesting that the effect of ethnocentrism is stronger in a transitional economy.  
Attitudes to a product lead to positive or negative purchase intentions and 
purchase behaviour. Herche (1994) noted that most studies on consumer 
ethnocentrism have studied quality, perceptions, intention to purchase, 
willingness to buy and attitudes to the product origin, while some studies have 
compared stereotypes of national images among various groups. However, the 
research on the impact of origin and on the actual purchase decision remains 
scant. Herche (1994) conducted a study to explore the consumer ethnocentrism 
of American consumers and their purchase behaviour of computers. Findings of 
the study showed that consumer ethnocentrism plays a significant role in the 
actual purchase behaviour of foreign products. These findings were confirmed 
by a study by Nielsen and Spence (1997) on American consumers which found 
that ownership of domestic cars is linked positively to consumer ethnocentrism.  
2.2.6.2   Product Type and Consumer Ethnocentrism 
It has been shown that levels of consumer ethnocentrism vary across product 
categories. Netemeyer, Durvasula and Lichtenstein (1991) conducted a cross-
national study with American, German, French and Japanese consumers for 
preference patterns for domestic and foreign cars, TV sets and products in 
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general. Their study concluded that the importance of buying local products is 
linked to consumer ethnocentrism. Further, the influence of consumer 
ethnocentrism on preference varies across countries and depends on product 
category. These findings were confirmed in Herche’s (1992) study on owners of 
computers and automobiles in the US which found that ethnocentric tendencies 
among consumers is higher for automobiles than computers. Sharma et al. 
(1995) found that the less important the product, the higher the ethnocentric 
tendencies manifested by consumers. On the other hand, Lantz and Loeb 
(1996) in their conjoint study on American and Canadian consumers found that 
consumers with high ethnocentric tendencies are willing to pay higher prices for 
local, mundane, low-involvement products such as computer mouse-pads. 
Balabanis and Diamantopoulos conducted an extensive study with eight product 
categories: cars, food products, TV sets, toiletries, fashion wear, toys, do-it-
yourself (DIY) equipment and furniture, to explore the CoO and consumer 
ethnocentrism among UK consumers. The results of the study indicated that 
food products, toys and DIY tools from Britain were the first choice. However, 
for other product categories, such as TV sets, cars and fashion wear, the 
majority of respondents did not choose Britain as their most preferred CoO. 
Further, the preference of Britons indicated that German cars were most 
preferred followed by British cars. In contrast, cars from Italy, France and the 
US did not attract high preference. On the other hand, Japanese TV sets were 
more preferred than French ones. A study by Javalgi et al. (2005) found that 
when a product is deemed extremely necessary, for example, cars and 
computers, consumer ethnocentrism tendencies are moderate.  
In a more recent study, Chryssochoidis et al. (2007) examined the ethnocentric 
tendencies of Greek consumers in evaluating food products from Greece, 
Holland and Italy. Their study concluded that in the case of highly ethnocentric 
consumers, the CI effect is triggered by the mere representation of the CoO of a 
product. Further, these highly ethnocentric consumers evaluate products based 
on their origin and not on the attributes of the products. On the other hand, 
consumers with low ethnocentric tendencies tend to compare products based 
on their attributes irrespective of their origins. This is consistent with Kaynak 
and Kara’s (2002) postulation that as a consequence of ethnocentrism 
58 
consumers over-rate the value and quality of local products and under-rate the 
merits of imported products, due to a perceived obligation to buy local products.  
2.2.6.3   Economic Development and Consumer Ethnocentrism 
The discourse on the difference between consumers’ attitudes in developed and 
developing countries is also prevalent in consumer ethnocentrism tendencies. 
Although the majority of studies in consumer ethnocentrism research, as 
reviewed in the previous section, are conducted in developed countries, there 
are some empirical findings on the ethnocentric tendencies of consumers in 
developing countries. Wang and Chen (2004) reported that consumers in 
developing countries show low ethnocentric tendencies and perceive products 
from developed countries to be superior to local products, whereas consumers 
in developed countries prefer local products to foreign products, hence 
increasing the impact of consumer ethnocentrism on choosing the former and 
rejecting the latter. Similarly, Balabanis and Diamantopoulos (2004) reported 
that two country-specific characteristics which many affect consumers’ 
ethnocentrism and choice of foreign products are economic competitiveness 
and the cultural similarity of the CoO of products.  
In their study on Indonesian consumers, Hamin and Elliot (2006) found first, that 
the overall level of consumer ethnocentrism among Indonesians is high. 
Second, there is a relationship between consumer ethnocentrism on the one 
hand and consumer evaluation of CI, a product’s quality perceptions and 
purchase intentions for tangible goods and intangible services on the other 
hand. Spillan, Kucukemiroglu and Harcar (2007) conducted a study on the 
lifestyle impact of Guatemalan consumers’ ethnocentric tendencies for foreign 
product evaluations. The findings of their study indicated that the three major 
dimensions found among consumers of the Western nations –leadership, 
community concern and health consciousness – also exist as major lifestyle 
dimensions for Guatemalan consumers. Further, there are significant 
relationships between lifestyle dimensions and ethnocentrism scores. 
Consumers who are very community oriented are more ethnocentric. A recent 
study was conducted by Wong, Polonsky and Garma (2008) to explore the 
59 
impact of consumer ethnocentrism on hybrid product for high involvement 
products on young Chinese consumers’ evaluations. The findings of their study 
indicated that country of design, assembly and parts for cars and cameras from 
Germany and China do not influence consumers’ evaluation of product quality 
or purchase intentions. Further, ethnocentrism also does not have a direct effect 
on perceived product quality or purchase intentions except for country of parts 
for cameras. These findings were confirmed by a study of Nguyen, Nguyen and 
Barrett (2008) examining the effects of ethnocentrism and cultural sensitivity on 
Vietnamese consumers’ purchase intentions for local and imported products. 
The results of their study showed that consumer ethnocentrism is negatively 
related to imported product judgment and positively related to purchase 
intention for local products. Further, the authors found that the impacts of 
consumer ethnocentrism on imported product judgment and purchase intention 
of local products do not differ in terms of product categories, gender, income 
and education levels. However, differences exist between younger and older 
consumers where older consumers are more ethnocentric, which affects their 
imported product judgments. 
2.2.6.4   Consumer Ethnocentrism Based on Consumer Demographics 
In addition to country-level characteristics, there is evidence that ethnocentrism 
levels vary based on consumer demographics. The demographics of age, 
education, gender, income, race/ethnic group and social class are found to be 
antecedents of ethnocentrism. Age plays an important role in the level of 
ethnocentric tendencies. Most of the studies in CI have shown that older 
consumers have higher ethnocentric tendencies than younger people (Klein & 
Ettenson 1999). Education, on the other hand, is reversely related to 
ethnocentrism; the higher the education level, the lower the level of consumers’ 
ethnocentrism  and vice versa (Balabanis et al. 2001). Additionally, ethnocentric 
tendencies have gender-based differences, where studies have found that 
women are more ethnocentric than men. Differences in income levels have a 
negative relationship to ethnocentrism levels. Similarly, race and ethnic group in 
multicultural nations have been found to have no relationship with the level of 
ethnocentric tendencies. On the other hand, social class is found to be related 
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to ethnocentrism, the working class being more ethnocentric than the middle 
class (Klein & Ettenson 1999).  
To summarise key findings on consumer ethnocentrism and country image, it 
appears that: 
• Consumer ethnocentrism is an influential predictor of product 
evaluation, purchase intention and actual purchase behaviour for 
domestic and foreign products.  
• The consequences of consumer ethnocentrism are higher evaluation 
of domestic products and lower evaluation of foreign products.  
• For ethnocentric consumers, foreign products are not evaluated 
based on their merits or attributes but merely on their origin. 
• Similar to CoO and CI effects, consumer ethnocentrism is manifested 
differently in product type, product involvement, hybrid products, 
brand origin and economic development of a product’s country of 
origin.  
• Some studies suggest that consumer ethnocentrism affects the 
evaluation of high-involvement products whereas others argue it also 
affects the evaluation of mundane products.  
• Consumers in developed countries are believed to have higher 
ethnocentric tendencies than consumers in developing countries.   
• The ethnocentric tendencies of consumers vary based on their 
demographics. Older consumers are found to be more ethnocentric 
than younger consumers, women consumers are more ethnocentric 
than men, and consumers with lower education levels are more 
ethnocentric than consumers with higher levels.  
Ethnocentrism has been shown to be an influential predictor in consumer 
research, and it also appears that ethnocentrism may be applied to any kind of 
social group discrimination. As reviewed at the beginning of this section, 
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researchers suggest that that ethnocentrism is assumed to be established 
during early childhood like other behavioural patterns. People who are highly 
ethnocentric in their purchase decisions are very likely to be ethnocentric in 
their other decisions, such as whether to work for a foreign company. Research 
has yet not established if jobseekers have ethnocentric tendencies when 
evaluating employment. This thesis is interested in examining whether 
jobseekers have ethnocentric tendencies when evaluating employment by a 
foreign employer. If so, how do their ethnocentric tendencies impact on their 
evaluation of local and foreign employers? Will jobseekers act similarly to 
consumers and overrate local employers and underestimate the merits of the 
employment value propositions of foreign employers? These questions are 
elaborated in section 2.9 after the review of ethnocentrism in HR literature.  
2.3 Country of Origin Effects in HRM Literature 
Country of origin effects and ethnocentrism have been studied in management 
literature for nearly four decades. However, the conceptualisation of these 
concepts in HRM is quite different from that in marketing literature. The 
following sections review the CoO effects and ethnocentrism in HRM briefly 
because of the conceptualisation of these constructs being different from that in 
marketing and also different from the objectives of this thesis. Broadly, the CoO 
effect is studied on how organisations as entities are embedded with the 
characteristics of their CoO (for example, Ferner 1997; Ferner, Quintanilla & 
Varul 2001; Geringer, Frayne & Milliman 2002; Pudelko & Harzing 2007). An 
example is how the management practices of a Japanese MNC (Multinational 
Corporation) operating in the US are influenced by the company’s Japanese 
origin. Studies in this area have found that the CoO of an organisation 
influences its management practices, staffing policies and the culture of the 
organisation not only in home-country offices but also in foreign offices. This 
influence of the CoO of an organisation is referred to as the CoO effect in the 
HRM literature. 
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2.3.1 CoO and Management Practices 
MNCs that expand in foreign markets are constantly faced with the dilemma of 
whether to adopt local management practices, CoO practices or global 
practices. For example, a Japanese organisation setting up offices in the US 
faces the dilemma of adopting ‘American’ management practices or retaining 
the innate Japanese management culture or perhaps utilising a global 
management style. Some researchers, such as (for e.g., Noorederhaven & 
Harzing 2003), have observed that even though a business may become 
increasingly globally in many aspects, an MNC remains dependent upon a local 
environment for its competitive advantages. On the other hand, some (Ohmae 
1990), have argued that ‘even the most global MNCs in many respects still 
appear to be strongly rooted in their country-of-origin’. Lalwer, Atmiyanada and 
Zaidi (1992) found that an MNC’s CoO affects both employment practices and 
HRM professionalisation. The authors concluded that Western firms operating 
in Thailand had more systematic, rationalised and professional HRM systems 
than their Asian counterparts.  
Ngo et al. (1998) investigated the CoO effects on the HR practices of firms from 
the US, Britain, Japan and Hong Kong operating in Hong Kong. The findings of 
their study showed that the CoO of an organisation significantly influences HRM 
practices in foreign subsidiaries. Similarly, Bae, Chen and Lawler (1998) 
conducted a study in two Asian countries, Korea and Taiwan, for both local and 
foreign-owned MNCs from the US, Japan and Europe for the CoO effects on 
the internal culture in the organisations. Their findings indicated that the value 
and perceptions of top management with regard to the HR functions are more 
important than the CoO of organisations. Noorederhaven and Harzing (2003, p. 
47) suggested that the sources of the CoO effect ‘lie in the culture and 
institutions of the home country of the MNC’. In a more recent and extensive 
study of 287 subsidiaries from 104 MNCs, Harzing and Sorge (2003) found that 
CoO is one of the most important predictors of the control mechanisms used by 
MNCs, and also influences the overall internationalisation strategy to a certain 
extent.  
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The question then is to what extent MNCs should or do localise versus import 
HRM practices to the host country. There may be many considerations 
underlying the decision to import or to localise practices. These considerations 
may include the implications of local laws, the economic conditions of the host 
country, the perceptions of host-country nationals about imported practices and 
policies, and the ownership structure of the organisation. However, 
organisations may wish to import policies to achieve consistency in global 
operations or because local practices may be seen as inefficient. Jain, Lawler 
and Morishima (1998) suggested that ‘localisation versus importation is not an 
all or nothing proposition and in practice firms are prone to draw on both local 
and imported HRM practices’. From the view of management practices, the 
leading contention in these CoO studies is the model adopted by MNCs from 
two dimensions, namely, convergence versus divergence at a country level and 
standardisation versus localisation at an organisational level (Pudelko & 
Harzing 2007). The convergence approach refers to an organisation adopting 
universal best practices which are valid and applicable beyond the national 
culture of the host or the home country and the institutional context. In this 
conceptualisation, practices originating from American organisations are 
perceived to be best practices due to their dominance in the world market. In 
contrast, the divergence approach emphasises maintaining national culture and 
management practices in the institutional context. Further, the divergence 
approach relates to organisations which sustain CoO management styles in 
their cultural and institutional contexts (Edwards, Colling & Ferner 2007) and 
thus cause the CoO effect by remaining sceptical about the possibility of cross-
national learning from best practices (Pudelko & Harzing 2007). Japanese 
MNCs have dominated this orientation due to their deep-rooted cultural and 
institutional characteristics which make them not only competitive but different 
from Western-style management.  
At an organisational level, standardisation refers to the extent to which the 
practices of subsidiaries abroad resemble those of the parent company. 
Localisation refers to the extent to which the subsidiaries act and behave as 
local firms in foreign markets (Pudelko & Harzing 2007). According to Pudelko 
and Harzing, ‘standardisation mostly is understood as standardisation of MNCs’ 
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management practices around those management practices employed by 
headquarters and therefore frequently reflect the specific patterns of the 
headquarters’ home country’. The authors further suggested that 
standardisation vs localisation is more commonly employed to refer to functional 
areas such as marketing and HRM. This suggests that marketing and HRM 
appear to be sensitive to national culture. Thus, some scholars have argued 
that ‘management practices, including HRM, are not universally but “socially 
constructed” in each society’ (Budhwar & Khatri 2001, p. 801). This argument 
was supported by Tuselmann et al. (2008), who investigated the relative 
importance and variability of the CoO effect in regard to the employee relations 
of US subsidiaries in the UK. Their cross-national study found that the US CoO 
imprint was distinct in employee relations in the UK subsidiaries. However, the 
US companies were found to be less likely to exhibit a union-based employee 
relations approach than the UK firms. The authors suggested that this was due 
to considerable host-country effects. This suggests that US companies might be 
more socially constructed in their employee relations approaches in the UK 
subsidiaries. Sheehan, Fenwick and Dowling (2010) undertook a review of 82 
peer reviewed papers to examine whether Australian international HRM 
research is dominated by globalised or localised practices. The findings of their 
study indicated that there is an even division in globalised and localised 
practices. Further, their analysis revealed that Australian international HRM is 
influenced by European and North American practices. In a very recent study, 
Vo and Stanton (2011) investigated the transfer of the HRM policies of 
American and Japanese MNCs operating in Vietnam. The findings of their study 
indicated that CoO effects are significant factors in the transfer of MNCs’ 
performance management policies and practices. The American companies 
emphasised both financial and non-financial measurements, and utilised a wide 
range of performance management tools and techniques which were 
considered successful by their Vietnamese subsidiaries. The Japanese 
companies’ performance management approach was found to be more informal 
and hierarchical and thus they were accused of bias and lack of transparency 
by Vietnamese nationals.  
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Similarly to marketing literature, traditional studies in CoO in HRM have 
investigated MNCs from developed countries operating in developing countries. 
However, with the recent changing trends in globalisation, scholars in HRM 
have begun investigating the CoO effects of MNCs from emerging economies in 
developed countries. One such study was conducted by Wang, Jaw and Huang 
(2008), who investigated the international human resource control of Taiwanese 
MNCs’ subsidiaries in the US. The findings of their study indicated that when 
subsidiaries’ activities are more dependent on the parent company’s resources 
such as R&D, production, technology and HR, the subsidiaries are controlled by 
employees expatriated from headquarters. On the other hand, when 
subsidiaries’ activities are derived from the parent company but operate local 
activities such as assembly, repair and maintenance, the subsidiaries use well-
documented HR practices focused on the job performance of locally employed 
workers. Another study was conducted by Chang, Mellahi and Wilkinson (2009), 
who examined the CoO effects of Taiwanese MNCs in the UK. The findings of 
their qualitative study indicated that Taiwanese MNCs in the UK operate with 
standardised HRM practices. Control in the subsidiaries is achieved by global 
technology platforms which offer consistency across subsidiaries and also by 
relying heavily on top-level expatriates to measure, report on and monitor 
subsidiaries’ performance. Ma and Trigo (2012) undertook an interesting study 
to examine the CoO effect on employee turnover intentions in China. Their 
study investigated the differences in HRM approaches adopted by the 
American, European and Japanese MNCs’ subsidiaries operating in China and 
how these approaches influenced employee turnover intentions. The authors 
found a significant CoO effect in HRM approaches which also influence 
employees’ attitudes. The analysis of 325 respondents revealed that American 
firms are rated higher than European and Japanese firms on intrinsic and 
extrinsic characteristics. Further, American firms report lower turnover intentions 
than both European and Japanese firms. Based on the brief review of the CoO 
investigation in HRM it seems that:  
• Studies have primarily focused on the CoO effects on management, 
HRM practices and employee turnover intentions.  
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• Although CoO effects within this conceptualisation have been found 
to be a significant predictor of management practices, the literature 
has failed to yield a study that has examined CoO effects on 
employer attractiveness.  
Harzing and Sorge (2003, p. 51) suggested that ‘there are many other 
phenomena in MNCs that could be claimed to be subject to country of origin 
effects, such as human resource policies, industrial relations, or the 
communications systems’. This study investigates how the CoO of an 
organisation is evaluated for employment purposes. When the management 
practices of an organisation are influenced by its CoO, it is very likely that the 
CoO of an organisation will influence jobseekers’ evaluation of that organisation 
as an employer. It is surprising that despite the influential effects of the CoO in 
HRM, it has not been investigated for its impact on jobseekers’ employer 
attraction. This thesis fills this gap by staking a legitimate claim based on the 
CoO effects found in marketing and HRM literature that the CoO of an 
organisation and the country image of an organisation impact on the evaluation 
of these organisations as employers from jobseekers’ perspectives.  
2.3.2 Ethnocentrism in HRM 
Similarly to marketing, research in CoO and ethnocentrism has progressed 
hand-in-hand in HRM. Ethnocentrism has been investigated to understand how 
recruitment and management practices are influenced by managers’ 
ethnocentric tendencies (for example, Banai 1992; Hsu & Leat 2000; Mayrhofer 
& Brewster 1996). The ethnocentric tendencies of some managers have led to 
filling all key positions in their foreign subsidiaries with home-country nationals. 
For example, Japanese managers try to employ Japanese nationals in the key 
positions in their US offices. Further, similarly to consumer research which 
suggests that one of the reasons that the CoO effect occurs is consumer 
ethnocentrism, HRM literature suggests that the ethnocentric tendencies of 
management and employees are the reasons for the CoO effect in 
management practices. This CoO effect is caused by the ethnocentric 
tendencies of the expatriate board of directors, managers and employees of the 
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company (Isidor, Schwens & Kabst 2011; Mayrhofer & Brewster 1996; Thomas, 
M & Hill 1999). It is within this framework, that ethnocentrism has been 
investigated in HRM.  
2.3.2.1   Ethnocentric Recruitment  
One function of HRM, recruitment, is believed to be highly affected by 
ethnocentrism. Studies in HRM have found that organisations inadvertently 
adopt ethnocentric recruitment and expatriation policies (Banai 1992; Perlmutter 
1969). Mayrhofer and Brewster (1996) found that new and recently 
internationalised European organisations operate on ethnocentric staffing and 
expatriation policies, whereby executive positions in foreign subsidiaries are 
filled only with home-country nationals. Similarly, when Derr and Oddu (1993) 
surveyed 69 large European MNCs, they found that the most widely used form 
of internationalising managers is expatriating home-country nationals to 
subsidiaries in foreign countries. This evidence is also found in American and 
Japanese organisations (Banai 1992). Such staffing tendencies represent a 
clear case of in-group favouritism, where home-country nationals are appointed 
and expatriated to key positions because of in-group membership, and local 
employees in foreign subsidiaries are kept from key positions as they belong to 
the out-group. These ethnocentric staffing and expatriation tendencies have 
received mixed results in terms of their advantages and disadvantages for 
organisations (Mayrhofer & Brewster 1996).  
A case study by Thomas and Hill (1999) clearly drew out the consequences of 
the effects of management’s ethnocentric tendencies on the image of an 
organisation from the point of view of consumers and employees. The authors 
conducted a study on a Jamaican organisation which has subsidiaries in the 
UK, the US, Canada and other Caribbean islands. The study was conducted to 
investigate how senior management perceived the nature of their overseas 
market, the UK, and whether their corporate identity strategies were best-
designed and implemented within that market. Further, the study aimed to 
examine how middle managers and employees felt about the implementation of 
such corporate identity strategies and how this in turn had affected the way they 
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perceived the organisation. In addition, customers’ views were ascertained on 
their perceptions of the organisation’s image and how this had affected their 
product choice behaviour. The authors conducted interviews with the CEO, 
high-level managers, front-line officers and customers. The findings of their 
study indicated that the CEO and high-level managers had a highly ethnocentric 
outlook which permeated the company’s corporate identity, staffing practices, 
expatriation policies, advertisements and even the target market of the 
company. Furthermore, all the strategic decisions were made by headquarters 
in Jamaica. The interviews with customers on the corporate image, which 
consisted of communication materials such as company slogan, advertisements 
and other image related materials, revealed that the use of symbols and images 
of humming birds, hibiscus flower, palm trees and white sandy beaches, 
represented patriotic symbols when used in advertisements in Jamaica. 
However, consumers in the UK responded to such images as being ‘nostalgic 
and endearing’, and representing immature characteristics (Thomas, M & Hill 
1999, p. 387). Further, the recruitment statistics revealed that 98% of staff in the 
UK had been recruited in and relocated from Jamaica. The authors found that 
such high-ethnocentric staffing polices had shown some obvious drawbacks in 
the case of this company. For example, front-line officers discriminated against 
customers based on their social standing in respect to the quality of service they 
received. Customers with a higher social standing were provided with better 
customer service than those with average social standing. The authors noted 
that this was a ‘reflection of the Jamaican culture, and while appropriate in 
Jamaica, was offensive and unacceptable in the UK context’ (p. 384). Thomas 
and Hill’s study revealed valuable findings on the effect of the CEO’s and 
marketing manager’s ethnocentric tendencies on the company’s corporate 
identity, advertisements, staffing and customer service. Failure to identify the 
ethnocentric tendencies of chief executives and managers has been shown to 
have serious implications for marketing and business success.  
Although Thomas and Hill’s research included important constituents of any 
organisation from CEO to consumers, one vital constituent that they ignored 
was prospective employees – jobseekers. The inclusion of jobseekers’ beliefs 
about working for such a company may have revealed further implications of the 
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company’s and jobseekers’ ethnocentric tendencies. A comparative study on 
the views of Jamaican jobseekers versus UK jobseekers may have elicited the 
consequences of the ethnocentric tendencies of jobseekers. Nevertheless, 
Thomas and Hill’s study has the interesting finding for practitioners and 
researchers that two functions of management, namely, marketing and HR, play 
an integral role in communicating a favourable image within the organisation to 
employees and outside the organisation to customers and jobseekers. 
CoO effects and ethnocentrism have been investigated in HRM literature within 
organisations, yet a review of the current literature has failed to yield a study 
from the point of view of outsiders  – specifically, jobseekers. Also, the 
interpretation of the CoO effect and ethnocentrism are dissimilar in HRM 
literature to that in marketing literature. As reviewed in section 2.1, the CoO 
effect has been studied for its audience of consumers, for whom it has been 
found that the CoO serves as a powerful cue on product evaluation. It has also 
been found that consumer ethnocentrism is one of the reasons for the CoO 
effect. Even though the CoO effect and ethnocentrism have been studied in 
HRM literature for its audience of employees, the literature has surprisingly 
ignored jobseekers as one of the major stakeholders. Strategies for attracting 
jobseekers have been an area of recurrent investigation for researchers and 
practitioners (Rynes & Barber 1990). However, factors such as the CoO of an 
employer and jobseeker ethnocentrism have been ignored by previous studies. 
This is surprising, as human resources are seen as a source of competitive 
advantage in today’s global market. Since ethnocentrism has shown influential 
results in consumer marketing and management practices, it seems imperative 
to study jobseeker ethnocentrism as a construct and its consequences on 
employer attractiveness. 
2.3.2.2   Jobseeker Ethnocentrism 
The literature in marketing and HRM implies that ethnocentrism is a construct 
that may apply to any type of social group discrimination. This implication is 
even greater when applied in the business context, especially to the inter-
dependent functions of management such as consumers and recruitment. As 
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discussed in section 2.3, consumer ethnocentrism has been shown to influence 
the evaluation of foreign products in marketing. Similarly, as reviewed in section 
2.6, ethnocentrism has been found to be the reason for the CoO effect in 
management practices, staffing and expatriation. One stakeholder group which 
has been ignored by previous studies is jobseekers. Thus, this thesis fills this 
gap by investigating the ethnocentric tendencies of jobseekers. 
Jobseeker ethnocentrism is defined as a tendency for jobseekers to make a 
reasoned judgement to support local employers because it is good for the 
collective health of the economy of the country, or it can be a tendency for 
jobseekers to make a moral judgement that it is their duty to support local 
employers. This is a term introduced in this thesis and it is important for several 
reasons. First, in disparate but related literature, ethnocentrism has been 
investigated in marketing and HRM. Second, its effects on the consumer market 
and employees of organisations have been shown to be influential. Third, 
ethnocentrism is a construct studied in anthropology, social psychology and, 
more importantly, cross-cultural studies in marketing and HRM, which implies 
that it has merit as a construct applicable to almost all situations of decision 
making in cross-cultural studies. Ethnocentrism is assumed to be socialised 
during early childhood like other behavioural patterns, meaning that a consumer 
who has ethnocentric tendencies to buying foreign products may also have 
ethnocentric tendencies to working for a foreign company (Shimp & Sharma 
1987). Further, ethnocentrism has moral and ethical elements which are more 
than attitudes and are the basis of people’s intention to do the right thing, from 
their perspective, whether they are consumers, employees, business people, 
political leaders or jobseekers. A jobseeker may make a reasoned judgment to 
support local employers because it is good for the collective health of the 
economy of the country or a jobseeker may make a moral or patriotic judgment 
that it is their duty to support local employers. Ethnocentrism is closely related 
to social identity theory (Banai 1992; Lantz & Loeb 1996). The theoretical 
underpinning of SIT theory is used to explain jobseeker ethnocentrism in 
greater details in the following chapter of the conceptual model.   
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2.3.3 Job and Organisation Factors in Employer Attractiveness 
The previous sections reviewed CoO effects in the HRM literature and the 
influence of ethnocentrism in staffing, management practices and expatriation. 
This final section of this chapter reviews job and organisation factors and their 
influence on employer attractiveness. Of all the variables included in this thesis, 
this variable belongs specifically to the HRM literature, particularly to the 
recruitment area. This section begins with a brief discussion on the recruitment 
process, followed by the role of attraction in recruitment, and the section 
concludes with a review of job and organisation factors and a summary of the 
section.   
2.3.3.1   Recruitment Process 
Employees are one of an organisation’s most valuable assets and as a result 
recruitment is a key activity in most organisations. Human resources are seen 
as a source of competitive advantage in today’s competitive global market 
(Boswell et al. 2003). Berthon, Ewing and Hah (2005, p. 167) claim that ‘there is 
a possibility that, in future, competition for the best employees will be as fierce 
as competition for customers’. Recruitment thus becomes an important integral 
process of achieving this competitive advantage. Recruitment refers to the 
process of sourcing, screening and selecting people for jobs in an organisation. 
Barber (1998, p. 5) defines recruitment as ‘those practices and activities carried 
out by an organisation with the primary purpose of identifying and attracting 
potential employees’. This suggests that organisations proactively engage in a 
wide range of activities to establish their presence for attracting skilled 
jobseekers. According to Thomas and Wise (1999, p. 375), recruitment has 
three primary functions: ‘(1) to develop a pool of applicants at minimal costs to 
the organisation, (2) to assist the organisation in ensuring that its workforce is 
demographically representative, and (3) to ensure that the applicant pool is 
comprised of candidates who have the required attributes to perform the 
specified job’. To achieve the first function of recruitment, it is important to 
attract jobseekers to the organisation and include them in the applicant pool. 
Organisations that attract a more qualified applicant pool obtain greater utility in 
their selection systems and a potential competitive advantage (Turban & Cable 
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2003). Scholars in the area such as(Connerley, Carlson & Mecham 2003, p. 23) 
suggest that ‘attraction is the first and perhaps the most important of the three 
recruitment outcomes’. The other two outcomes are status maintenance (i.e., 
keeping jobseekers in the selection process long enough for the organisation to 
decide whether or not make them a job offer) and job acceptance (i.e., getting 
jobseekers to accept offered positions). This thesis investigates only the first 
outcome and hence the other two outcomes are not reviewed. (For a review of 
these outcomes, please see (Schwab, Rynes & Adlag 1987)  
2.3.3.2.   Employer Attractiveness in Recruitment  
From an organisational perspective, the most fundamental objective is to fill 
vacancies (Rynes & Barber 1990). From an attraction point of view, jobseekers’ 
initial impressions of organisations are based on their knowledge and 
perceptions from using the firm’s products or services, media and publicity, 
word of mouth and advertising (Lemmink, Schuijf & Streukens 2003). These 
initial impressions are important because they can lead to the formation of 
opinions that are difficult to displace afterwards (Schreurs et al. 2005). Further, 
these opinions influence the evaluation of employer attractiveness which 
subsequently affects the intention to pursue employment with a specific 
employer. Attraction develops the pool of applicants from which new recruits will 
eventually be selected. Attraction is an important stage because applicants who 
are not strongly attracted to a firm may withdraw from the recruitment pool 
(Turban, Forret & Hendrickson 1998). Attracting and developing an applicant 
pool thus has a primary role in recruitment. The question that arises is: what are 
factors that influence employer attractiveness? 
Studies in recruitment identify job and organisation factors as key factors for 
attraction. One of the earlier studies was conducted by Posner (Posner 1981) to 
investigate job characteristics that are considered important for attraction. His 
study concluded that 15 characteristics are important for employer 
attractiveness. These characteristics are: job security, opportunity to learn, 
freedom to do the job in their own way, opportunity to use abilities, variety of 
activities, opportunity for rapid advancement, type of work or service performed, 
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challenging/interesting work, competent/sociable co-workers, opportunity to 
show superiors that work can be performed effectively, location of work, salary, 
fringe benefits, reputation of company and training programs. Using these 15 
characteristics, Powell (1984) conducted a study which confirmed that these 
characteristics are significant for employer attractiveness. Powell also 
conducted a factor analysis and found that these characteristics can be 
categorised into four dimensions: the job itself, the work/company environment, 
compensation/job security and minor fringe benefits. A study conducted by 
Harris and Fink (1987) also found that these factors have a significant influence 
on employer attractiveness. For the purpose of this thesis, these characteristics 
are split into two broad categories: (a) job factors and (b) organisation factors. 
Job factors are characteristics directly related to the job and organisation factors 
are those that relate to the organisation. This is discussed in greater detail in 
Chapter 5. 
Turban, Forret and Hendrickson (1998) conducted a comprehensive study with 
a conceptual model which included variables such as job and organisation 
factors, organisation reputation and recruiter behaviour for employer 
attractiveness. The purpose of their study was to identify how perceptions of 
these variables influence jobseekers’ attraction to organisations participating in 
campus interviews. The results of their study indicated that both job and 
organisation factors influence attraction to an employer. Within job and 
organisation factors, work environment, firm attributes and learning and 
advancement opportunities were rated most important by the respondents. 
Organisation reputation positively influenced jobseekers’ perception in the 
presence of job and organisation factors. In addition, job and organisation 
factors were found to be positively related to job acceptance. In a longitudinal 
field study, Boswell et al. (2003) found that at the onset of recruitment, 
candidates are attracted by company culture, advancement opportunities, 
nature of the work, training and development, work-life balance, monetary 
compensation, benefits and location. However, unlike other studies, candidates 
in their study were found to be less attracted to level of job security, size of 
company and international assignments, and not at all attracted by the 
reputation of the company and the industry in which the company operates. Job 
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and organisation factors have consistently been found to influence employer 
attractiveness (for example, Boswell et al. 2003; Chapman & Webster 2006; 
Powell & Goulet 1996; Stevens 1997; Turban & Dougherty 1992), although 
research has progressed in determining that employee attractiveness is also 
influenced by many other factors such as corporate social responsibility 
(Albinger & Freeman 2000; Turban & Greening 1996), employer branding 
(Ambler & Barrow 1996; Backhaus & Tikoo 2004), brand equity (Cable & 
Turban 2003; Collins & Stevens 2002) and employer personality (Lievens & 
Highhouse 2003). 
The empirical findings described above demonstrate that job and organisation 
factors are vital for employer attractiveness. This is not surprising because job 
and organisation factors are fundamental factors that most of the jobseekers 
may evaluate before joining an employer. These fundamental attributes of an 
employment proposition are similar to a product value proposition. Products are 
evaluated on fundamental attributes such as price, quality, warranty, taste, 
packaging, brand and dealer reputation. Similarly, employers are evaluated on 
fundamental attributes such salary, fringe benefits, reputation of the company, 
advancement opportunities and availability of training programs. This thesis 
draws a parallel between employment value proposition and product value 
proposition and argues that jobseekers, similar to consumers, use value 
proposition in evaluating employer attractiveness. Further, as established in 
consumer research, the evaluation of products is influenced by the country of 
origin of a product. This thesis examines whether job and organisation factors 
are evaluated based on the CoO of an employer. If so, how does the CoO affect 
job and organisation factor evaluation for employer attractiveness? 
Furthermore, drawing a parallel from findings in marketing, this thesis 
investigates whether the job and organisation factors of employers from 
developed and developing countries are evaluated differently.  
Almost all the studies reviewed have measured jobseekers’ attitudes to an 
employer or intention to pursue employment. One study in particular made a 
systematic attempt to understand, define and measure employer attractiveness 
(EmpAt scale). In their scale development study of employer attractiveness, 
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Berthon, Ewing and Hah (2005) concluded that employer attractiveness is 
measured on five dimensions: (1) social value – the extent to which a jobseeker 
is attracted to an employer that offers a congenial working environment, (2) 
development value – the extent to which an employer provides career 
enhancing opportunities, (3) application value – the extent to which a jobseeker 
is provided with freedom to apply their knowledge and skills and teach others in 
a customer-oriented and humanitarian environment, (4) interest value – the 
extent to which a jobseeker is attracted to an employer that provides an exciting 
work environment with the opportunity to create innovative products and 
services, and (5) economic value – the extent to which a jobseeker is attracted 
to an employer based on job factors such as salary, fringe benefits and 
advancement opportunities. Berthon et al.’s (2005) study indicated that 
employer attractiveness is measured by a comprehensive set of elements within 
which job and organisation factors are embedded. This thesis has adopted the 
term ‘employer attractiveness’ based on Berthon et al.’s study. However, the 
measurement used in this thesis captures attitudes to an employer. There are 
two reasons for this. (1) Based on the items of EmpAt scale, it appears that the 
scale is suitable in cases when the brand of employer is used. However, this 
study measures employer attractiveness in the absence of a brand name. (2) 
This study is making the first attempt towards understanding the effect of 
country-level factors on employers, and thus emphasis is given to country-
related variables and their influence on employer attractiveness. Nevertheless, 
in Chapter 7, it is recommended that future studies could use the EmpAt scale 
to understand the influence of country-level factors on five dimensions of 
employer attractiveness.  
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CHAPTER 3: THE CONCEPTUAL MODEL 
3.1 Introduction 
Based on the review of literatures in marketing and human resource 
management, this chapter proposes a conceptual model comprising country-
level determinants of employer attractiveness. The chapter introduces the 
chosen variables on which a conceptual model is developed. Then a theoretical 
foundation for the development of conceptual model is presented. Seven 
variables were chosen for this study: country of origin of an employer, country 
image of an employer, nationality of respondents, jobseeker ethnocentrism, 
industry expertise, job and organisation factors, and employer attractiveness. 
Direct and indirect relationships among these variables are hypothesised and 
discussed. 
Despite growing research interest in CoO effects in marketing and HRM, it was 
demonstrated in the previous chapter that there is little or no specific research 
on how country stereotypes affect organisations in their recruitment activities 
locally and overseas. This is surprising when globalisation has increased rapidly 
in many areas of business and companies are increasingly developing their 
business markets globally. It was common to see companies from developed 
economies expanding their business in developing countries. Now, it is 
becoming more common to see emerging market multinationals (EMMs) from 
developing countries expanding their businesses in developed economies. 
EMMs are gradually changing the traditional trend and marking their space in 
the developed world. These companies seem to be well equipped with 
technology, financial resources, innovation and, more importantly, skilled people 
capital (Fan 2008). Companies have used a variety of expansion approaches. 
Some have bought out existing companies (BBC 2006), some have developed 
joint ventures (BusinessWeek 2009), while others have opened up operations in 
foreign countries from scratch. 
Companies that expand their business in foreign countries fill vacancies by 
recruiting new employees and as the business grows recruitment becomes an 
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increasing challenge. For EMMs specifically this may become an even more 
challenging endeavour for two reasons: (1) since EMMs have just begun 
expanding their business in the developed world, there is a lack of knowledge to 
assist them, (2) companies and products of developing countries are not as 
favourably evaluated as those of developed countries (Papadopoulos & Heslop 
2002), so greater effort may be required to recruit local employees in developed 
countries. The HRM literature suggests that one of the most common ways to 
manage the transition and to fill position during an expansion is to use 
expatriates from the home country or home-country nationals who already live 
in the country of expansion (Avril & Magnini 2007; Holopainen & Bjorkman 
2005). However, practitioners argue that this is a short-term solution and has 
greater drawbacks when used in the longer run 
(GMACGlobalRelocationServices 2008). This is understandable given that 
successful expatriation has emotional and financial costs to the company and 
the expatriate employees such as higher salaries, family benefits packages, 
health and insurance benefits, greater responsibilities, overcoming language 
barriers, adjusting to the new place and people, and a time lag in adapting to 
cultural changes. Further, the company might need to employ staff at its home-
country offices to replace expatriated employees. This too results in higher 
costs of recruiting and training programs. Thus, companies are increasingly 
looking for local employees as an alternative because local employees 
understand the culture, language and working styles in their own country. 
Financial costs are also reduced in employing local employees compared to 
expatriating home-country nationals. The issue then is how to attract local 
employees in a foreign country – specifically, how to attract employees in 
developed countries for EMMs. The literature has ignored this phenomenon 
which is becoming progressively more important.  
This thesis takes a first step towards providing a body of knowledge for 
companies from developed and developing economies in their recruitment 
endeavours cross-nationally. In particular, the thesis is interested in examining 
the country of origin and county image effects on employer attractiveness. The 
literature in marketing and HRM has confirmed that CoO and CI affect business 
in local and foreign countries from the consumers’ point of view and the 
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managers’ point of view. However, the literature is yet to address the impact of 
country stereotypes from the jobseekers’ point of view in their evaluation of an 
employer. This thesis investigates the effects of country stereotypes from a new 
perspective and enhances the understanding of the influences of these effects 
on employer attractiveness from the jobseekers’ perspective. While the trends 
in globalisation are changing in the business world, research is yet to address 
the challenges companies face in recruiting employees overseas based on their 
country-level factors. The existing literature in recruitment has largely 
researched factors at job and organisation levels, ignoring the country-level 
factors. There is also a lack of evidence about whether or not jobseekers 
evaluate companies based on the country image of an employer, whether 
EMMs that expand their business in developed countries are evaluated similarly 
to local companies for employment purposes from the jobseekers’ point of view, 
whether jobseekers have ethnocentric cultural orientations similar to those 
found in consumer and HRM research, whether the job and organisation factors 
of employers are evaluated based on the CoO of an employer, and whether the 
industry in which an employer is operating is considered more important than 
the CoO of the employer. These are some of the many unanswered questions 
that this thesis addresses. The following section illustrates the underlying 
theoretical foundation for the conceptual model of the thesis. 
3.2 Theoretical Foundation 
This thesis makes one of the first attempts at exploring the effects of country 
level determinants on employer attractiveness. In the absence of existing 
models, a theoretical foundation for the conceptual model along with a 
framework explicating the process is proposed.  
3.2.1 Social Identity Theory 
Social Identity Theory (SIT) is a psychological foundation that helps explain how 
individuals see themselves in group membership, group process and intergroup 
relations. It encompasses various interrelated concepts and sub-theories that 
focus on social-cognitive and motivational facets of group life. SIT ‘addresses 
phenomena such as prejudice, discrimination, ethnocentrism, stereotyping, 
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intergroup conflict, conformity, normative behavior, group polarization, crowd 
behavior, organisational behavior, leadership, deviance and group 
cohesiveness’ (Hogg 2006, p. 111). It attempts to make sense of intergroup 
relations in societal contexts with cognitive and social approaches.  SIT theory 
was first developed by Tajfel in the 1970s and in the subsequent years the 
theory has developed, matured and been applied to many research areas. The 
theory is accepted around the world as one of the mainstream social 
psychology theories in explaining the relationships between self and group. 
Social identity theory (SIT) attempts to make sense of intergroup relations in 
societal contexts with cognitive and social approaches. SIT suggests that 
people categorise themselves and others into different groups, and they 
evaluate these groups based on particular attributes. A group to which a person 
belongs, or thinks he or she belongs, is referred to as an in-group. An out-group 
is a group to which a person does not belong, or thinks he or she does not 
belong. Tajfel and Turner’s (1986) definition of ‘groups’ is fairly broad. They 
specify that groups do not have to consist of people who personally know each 
other, but that even somewhat remote similarities like being a male member of 
a specific company might qualify for relevant group membership. As long as 
there is a cognitive component (knowing about the group membership), an 
evaluative component (positive or negative evaluation of group membership) 
and an emotional component (positive or negative emotion associated with the 
group membership and its evaluation), the group might be relevant in terms of 
building a social identity. To the extent that people categorise themselves as 
belonging to certain groups, they acquire social identities. This forms the first 
component of the theory of social identity. A social identity is an individual’s 
awareness that he or she belongs to a social category or group. Groups may 
include family, friends, the community, race, religion and nation. Social identity 
refers to how the self is defined in terms of the other who exists outside the 
group. ‘It is an individual-based understanding of what defines the group as 
“we” and “us” as opposed to “I” and “me”’ (Turner & Reynolds 2001, p. 135). 
The groups that people belong to constitute an important element of their 
identity. Social identity is the process whereby an individual becomes part of a 
group and the group becomes part of the individual’s self-concept. Social 
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identity is distinct from personal identity, which refers to an individual’s qualities 
that make that person unique from others. 
Individuals become members of a group based on similarities. Group members 
tend to overstress the similarities of those in the same group and exaggerate 
the differences from those in different groups. Aiming at a positive social 
identity, members of the group tend to overemphasise the advantages and 
superiority of the in-group. This process forms the second component of the SIT 
– social categorisation. This component is formed on four assumptions: (1) 
individuals classify themselves (self-categorisation) and others into distinct 
groups, (2) this classification leads to the categorisation of the world into ‘us’ 
and ‘them’, (3) the categorisation generates intergroup discrimination, which 
leads to overestimation of in-group similarities and out-group differences, and 
(4) the consequences of self-categorisation are an accentuation of the 
perceived similarities between the self and other in-group members and an 
accentuation of the perceived differences between the self and out-group 
members.  
People strive to achieve and maintain a positive social identity to boost their 
self-esteem by comparing themselves with others. Positive identity is derived 
from social comparisons between the in-group and relevant out-groups. The in-
group must be perceived as positively differentiated or distinct from relevant 
out-groups. This forms the third component of the theory – social comparison. 
The basic phenomenon of social comparison is that people attempt to establish 
positive self-esteem by showing solidarity with their in-group and discrimination 
against out-groups. Additionally, people try to belong to groups they evaluate as 
better than others. The consequence of the social comparison process is the 
selective application of the accentuation effect, primarily to those dimensions 
that result in self-enhancing outcomes for the self-esteem. Specifically, self-
esteem is enhanced by evaluating the in-group and the out-group on 
dimensions that lead the in-group to be judged positively (group esteem) and 
the out-group to be judged negatively.  
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SIT suggests a fundamental individual motivation for self-esteem. The need for 
positive self-esteem is thought to be the prime motivation for social 
categorisation and social comparison. Two of the key sources from which 
positive self-esteem is derived are the products that consumers use and the 
organisations for which people work. Within this conceptualisation, this thesis 
argues that jobseekers will be attracted to the organisations which will help 
them gain positive self-esteem based on how the organisations are categorised 
and compared with reference to the jobseekers’ in-groups. Applying SIT to 
jobseeker ethnocentrism, it appears that individuals and groups prefer the 
products or jobs which represent characteristics of their in-groups and avoid 
those with characteristics of their out-groups. Further, employers may be 
discriminated against based on their origin. An in-group may include employers 
from the jobseekers’ own country, so foreign employers would belong to an out-
group. In addition, individuals’ decisions may be influenced based on whether 
their in-group would endorse such decisions or not.  
Jobseekers’ social identities help them to evaluate organisations for 
employment purposes based on their in-group (‘we’/‘us’ as opposed to ‘I’/‘me’) 
memberships. Jobseekers’ social identities further assist them in judging 
whether working for a particular company would be approved by their in-group 
and whether their membership of the in-group would be jeopardised by a 
decision to work for a foreign company. Based on the social comparison 
component of the SIT, jobseekers may consider whether joining a foreign 
organisation would be positive for their self-esteem. Since the SIT suggests that 
people want to develop a positive social identity in order to achieve higher order 
goals such as self-esteem, the question jobseekers may ask is whether joining 
an organisation from a foreign country will fulfil those goals. The decision to join 
a local or a foreign company may then be seen as influenced by a culmination 
of the three components of the SIT that translate into the ethnocentric 
tendencies of jobseekers.  
SIT has three major components: social identity, social comparison and social 
categorisation. Within these major components are sub-components. For 
instance, social identity is formed by collective self and group membership. A 
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social group is considered to exist when more than two people have the same 
social identity (Hogg 2006). They identify themselves as who they are and who 
they are not, what characteristics define them, and how they relate to the 
people who are similar to them and how they differ from the people who are not 
similar to them – the people in out-groups. In simple terms, group membership 
can be expressed as ‘we’ and ‘us’ versus ‘them’ (Hogg 2006). On the other 
hand, personal identity is formed by the perceived differences in personality 
attributes compared to others. This can be expressed as ‘I’ or ‘me’ versus ‘you’ 
(Hogg 2006). Personal identity may have little to do with group membership; 
however, the basis of group membership is often personal identities shared by 
individuals. People may have many social and personal identities and 
memberships of groups as identified by them.  
In the HRM literature, scholars have shown that employees commonly define 
themselves with regard to what their organisations represent (Ashforth & Mael 
1989; Dutton, Dukerich & Harquail 1994). Based on the SIT, Ashforth and Mael 
(1989) illustrated that organisation identification is a process of social 
categorisation. The authors suggested that organisational identification 
becomes stronger when members categorise themselves as a social group. 
Organisations thus seem to be a part of an individual’s social identity or self-
concept because that relates to the meaning of organisational membership. The 
premise that identification is caused by social categorisation provides the 
foundation for this current study where organisations are hypothesised to be 
categorised according to their CoO. Membership (i.e., in terms of employment) 
of organisations that are perceived to provide jobseekers with higher self-
esteem is preferred and is evaluated in terms of social identities and in-group. 
Conversely, when membership of organisations is perceived to decrease self-
esteem, those organisations will be evaluated as out-groups. Based on these 
perceptions of membership, jobseekers attracted to an organisation will seek to 
become members of that organisation to boost their self-esteem, social status 
and social identity. Since an individual’s employer is such an essential part of 
the individual’s identity, jobseekers are expected to take particular interest in 
SIT processes in deciding whether or not to pursue employment with an 
organisation and, as a consequence, their ethnocentric tendencies will be 
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defused or accentuated depending on whether they are evaluating a local 
employer or a foreign employer, respectively.  
Ethnocentric tendencies can occur in all manner of social groups and may result 
in an ‘us against everyone else’ mentality that exhibits a high level of pride in 
their group membership status and an equally strong contempt for those who 
are not group members (LeVine & Campbell 1972). It seems that jobseeker 
ethnocentrism will have greater pragmatic implications than consumer 
ethnocentrism for business since job choice tends to be a higher involvement 
process than buying consumer products such as TV sets. Jobseekers’ 
ethnocentrism may also play a vital role in an employer’s selection of employers 
from their home country rather than a foreign country. Jobseekers are predicted 
to hold ethnocentric tendencies when looking for jobs by merely choosing 
between a local and a foreign employer. This in turn affects employer 
attractiveness.  
A similar approach may be used by jobseekers in evaluation and association of 
CI. The country images of different countries are rated differently. Jobseekers, 
in the pursuit of higher self-esteem, may wish to associate with the country 
image that they perceive to be higher. Furthermore, SIT helps us understand 
that jobseekers categorise companies based on the industry they belong to or 
aspire to belong to. In order to achieve higher social esteem, jobseeker may 
identify, categorise and associate with the country that has higher expertise in 
an industry. This association in turn may increase their self-esteem. Based on 
this understanding, it is expected that jobseekers’ evaluation of employer 
attractiveness may be positively influenced by employers who operate in the 
industry of expertise of their country.    
3.2.2 Halo and Summary Constructs 
Support for this view is provided by the halo and summary constructs (Han 
1989) reviewed in section 2.2.4.2. The halo construct suggests that consumers 
make inferences about product quality from country image. This inference then 
affects consumers’ evaluation of product attributes. Based on this halo model, 
the country image affects beliefs which in turn affect attitudes to products 
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(Erickson, Johansson & Chao 1984; Johansson, Douglas & Nonaka 1985). 
Applying this model to the situation at hand, it is expected that the halo model 
for jobseekers will operate in a similar pattern where the country image of an 
employer will affect jobseekers’ attitudes to that employer and this in turn will 
influence the evaluation of employer attractiveness. The halo model suggests 
that when jobseekers are not familiar with an employer, the country image may 
become a surrogate in the evaluation of employer attractiveness. Further, the 
halo model may also affect jobseekers’ beliefs about the industry in which an 
employer operates and the job and organisation factors of the employer. The 
inferences from these beliefs may individually or collectively affect the 
evaluation of employer attractiveness.  
The summary model, on the other hand, suggests that consumers construct 
country image as an abstraction or ‘shortcut’ of product information and that 
consumers’ attitudes to products are directly affected by country image (Han 
1989). As reviewed in section 2.2.4.2, summary construct has two implications. 
First, consumers abstract product information into a country image (for 
example, a German car helps to build the image of Germany), in contrast to the 
inference drawn in the halo model. This is because consumers construct 
country-specific information by generalising product-specific information from 
the products of a country. Second, country image directly affects consumers’ 
attitudes to a product from the country instead of affecting their attitudes 
indirectly through product attribute rating. Thus, consumers may evaluate 
products based on a previously formed abstraction of country image rather than 
on the product attributes. Applying the summary model to the thesis, it appears 
that jobseekers may have formed abstractions of country images and may 
evaluate employers based on these abstractions as opposed to the attributes of 
employers such as job and organisation factors. Jobseekers may also have 
previously formed country images based on the industry expertise of a country 
in a specific industry or product category. The abstractions of the industry 
expertise of a country may influence the country image, which in turn may affect 
employer attractiveness.  
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3.2.3 Instrumental and Symbolic Framework 
The instrumental and symbolic framework in conjunction with SIT provides 
additional support in explaining the conceptual model of this thesis. 
Organisational identity has been a topic of increasing research in academia and 
industry. Dukerich et al. distinguished two types of organisational identities: (1) 
members’ own perceptions of the image of the organisation and (2) members’ 
evaluation of others’ perceptions of the image of the organisation. The former is 
referred to as the organisation’s perceived identity and the latter is referred to 
as the organisation’s construed external image. The authors suggested that 
construed external image serves as the basis to gauge the value of the 
organisation, themselves and their association. Dukerich et al. found that both 
perceived organisational identity and construed external image were strongly 
related to individuals’ organisational identification (Dutton & Dukerich 1991; 
Dutton, Dukerich & Harquail 1994). Organisational identification is a specific 
form of social identification in which individuals define themselves in terms of 
their association with a particular organisation (Lievens & Highhouse 2003). 
Thus, organisational identification may provide a partial answer to the ‘Who am 
I?’ question of the self-categorisation component of SIT. The instrumental and 
symbolic framework of employer branding literature further helps to explain 
organisational identification (Lievens & Highhouse 2003).  
One of the initial studies in employer branding was conducted by Ambler and 
Barrow (Ambler & Barrow 1996, p. 187) who defined employer branding as ‘the 
package of functional, economic and psychological benefits provided by 
employment, and identified with the employing company’. The authors 
suggested that employer brand offers to employees are parallel to product 
brand offers to consumers in regard to: (1) developmental and/or useful 
activities (functional or instrumental), (2) material or monetary rewards 
(economic) and (3) feelings such as belonging, direction and purpose 
(psychological). Functional or instrumental attributes refer to how a product 
operates and what it provides consumers in terms of its utility. Symbolic aspects 
of a product refer to what the product means to consumers in terms of 
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expressing consumers’ personality, self-esteem or status (Lievens & Highhouse 
2003).  
Applying the instrumental-symbolic framework in conjunction with SIT to the 
conceptual model of this thesis, it appears that jobseekers may evaluate 
country image and industry expertise as symbolic variables. This refers to how 
jobseekers perceive the image of a country and the expertise of a country in a 
specific industry. The evaluation of these symbolic variables may help 
jobseekers in gauging whether association with the country image or industry 
expertise will help them increase their self-esteem; this in turn may affect their 
evaluation of employer attractiveness. Instrumental variables such as job and 
organisation factors may help jobseekers in evaluating an employment value 
proposition in terms of salaries, advancement opportunities and fringe benefits. 
This evaluation of instrumental factors may then affect employer attractiveness.  
The next section reviews the variables and their direct and indirect relationships 
in the conceptual model of this thesis. The relationships are hypothesised 
based on the theoretical foundation discussed above and the empirical 
evidence of previous studies in the field.  
3.3 The Conceptual Model 
Based on the review of the literature described in Chapter 2 and the discussion 
in section 3.1 of this chapter, a conceptual model is proposed. Four 
independent variables – jobseeker ethnocentrism, country image, industry 
expertise and job and organisation factors – are hypothesised to influence the 
dependent variable of employer attractiveness. The hard lines in the conceptual 
model indicate direct hypothesised relationships among the variables and the 
dotted lines indicate indirect relationships. First, it is hypothesised that 
jobseeker ethnocentrism directly influences employer attractiveness. Consumer 
ethnocentrism has received a great deal of attention due to its influence on 
product evaluation (Nguyen, Nguyen & Barrett 2008; Shankarmahesh 2006; 
Wong, Polonsky & Garma 2008). Consumers who are ethnocentric tend to 
evaluate local products more favourably than foreign products. Local products 
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to these consumers are a matter of pride and morally valid for purchase, 
whereas foreign products are a matter of disgrace and contempt (Shimp & 
Sharma 1987). Further, CoO effects are pronounced in the presence of 
consumer ethnocentrism. The CI perceptions of consumers who are 
ethnocentric are negatively influenced. This in turn produces a negative 
evaluation of foreign products. This process could be expressed as country of 
origin consumer ethnocentrism (+)  country image (-) product evaluation 
(-) = CoO effects. However, this process should be treated with caution, as it is 
not always linear. Some researchers suggest that consumer ethnocentrism 
accentuates CoO evaluation which affects CI which in turn affects product 
evaluation. This could be expressed as consumer ethnocentrism (+) country 
of origin (-) country image (-) product evaluations (-) = CoO effects.   



















3.3.1 Jobseeker Ethnocentrism  Employer Attractiveness 
The consumer research literature suggests that consumers in developed 
countries tend to be more ethnocentric than consumers in developing countries 
(Hamin & Elliott 2006; Witkowski 1998). Consumers in developing countries 
prefer foreign products, which they see as a matter of prestige and status (Batra 
et al. 2000). The findings in HRM research suggest that subsidiaries of MNCs in 
foreign countries inadvertently adopt ethnocentric staffing, recruiting and 
expatriation policies. Ethnocentric policies refer to appointing home-country 
nationals in foreign subsidiaries or expatriating home-country nationals to the 
key positions in foreign subsidiaries. European, Japanese and American 
organisations have been found to operate on ethnocentric staffing and 
expatriation policies (Banai 1992). Further, ethnocentric tendencies have also 
shown their effect in promoting home-country nationals and keeping local 
employees from being promoted in foreign subsidiaries. The findings have also 
suggested that the ethnocentric tendencies of marketing managers in 
companies lead to promoting home-country images and culture in marketing 
material such as advertisements, logos, symbols and images in the offices 
(Thomas, M & Hill 1999).   
Based on these key findings, jobseeker ethnocentrism is a construct introduced 
to capture the ethnocentric tendencies of jobseekers in their evaluation of local 
and foreign employers. It is defined as the tendency for jobseekers to make 
either a reasoned judgement to support local employers because it is good for 
the collective health of the economy of the country or a moral judgement that it 
is their duty to support local employers. Research in marketing and HRM has 
suggested that some people have an ethnocentric orientation which colours 
how foreign products are evaluated and how employees are recruited and 
expatriated. Ethnocentrism is assumed to be socialised during early childhood 
like other behavioural patterns (Shimp & Sharma 1987). This thesis argues that 
the ethnocentric tendencies of people are not limited to the purchase of foreign 
products or to managerial decisions, but ethnocentricity may also be a factor in 
choosing between a local and foreign employer. People with ethnocentric 
tendencies will maintain their ethnocentric outlook when seeking employment. 
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These ethnocentric tendencies may colour the evaluation of a foreign employer 
and result in a positive evaluation of a local employer. If this is the case, foreign 
companies may be facing a more challenging cohort of audiences – jobseekers 
– in addition to customers and employees. Findings in consumer research have 
suggested that consumer ethnocentrism is more pronounced in the evaluation 
of high-involvement products. This thesis advocates that jobseeker 
ethnocentrism similarly has greater pragmatic implications because job choice 
is a high-involvement process. Another reason for emphasising the importance 
of jobseeker ethnocentrism is that marketing research has suggested that 
consumers in a developed country are more ethnocentric than those in a 
developing country.  Thus, it is expected that similar to how product evaluations 
are coloured by consumer ethnocentrism, the employer attractiveness will be 
influenced jobseeker ethnocentrism. Employer attractiveness is the dependent 
variable of this thesis. It is defined as, jobseekers’ attitudes to an organisation 
as a potential employer. It is proposed that: 
P1: Jobseeker ethnocentrism will impact on employer 
attractiveness. 
3.3.2 Jobseeker Ethnocentrism  Country Image  Employer 
Attractiveness 
In a cross-national setting, this thesis also examines whether jobseekers in 
developed and developing countries have different levels of ethnocentric 
tendencies. Jobseekers with ethnocentric tendencies will evaluate a local 
employer favourably and a foreign employer unfavourably. In addition, the 
higher the ethnocentric tendencies of the jobseeker, the more attractive the 
local employer will seem and the more unattractive the foreign employer. 
Further, based on the findings in the marketing literature (Balabanis & 
Diamantopoulos 2004; Kinra 2006), it is expected that jobseekers in developed 
countries will have higher ethnocentric tendencies than their counterparts in 
developing countries. Jobseeker ethnocentrism also has an influence on the 
country image of an employer and this influence in turn impacts on the 
jobseeker’s evaluation of the employer. Ethnocentric jobseekers will evaluate 
the country image of a foreign employer negatively and this will result in a 
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negative evaluation of that employer. At the same time, ethnocentric jobseekers 
will evaluate the country image of their own country positively and this will result 
in a positive evaluation of a local employer. On the other hand, non-ethnocentric 
jobseekers will evaluate the country image of a foreign employer based on its 
perceived merits and attributes and this will result in either a positive or a 
negative evaluation of the employer attractiveness of the foreign employer. 
Thus it is proposed that, 
P2: Jobseeker ethnocentrism will influence the evaluation of 
country image and this in turn will impact on the evaluation of 
employer attractiveness. 
3.3.3 Country Image  Employer Attractiveness  
The next direct relationship in the conceptual model relates to the country 
image’s effect on employer attractiveness. The review of the literature in 
marketing confirmed that country stereotypes are powerful in the evaluation of 
products from foreign countries. ‘Made in…’ labels evoke country image 
stereotypes which in turn impact on product evaluation. This phenomenon is 
referred to as the CoO effect (Li, Z, Dant & Wortzel 1995). It can be expressed 
as country of origin  country image  product quality = CoO effect. 
Consumers estimate product quality, price expectation, value for money, 
satisfaction and levels of risk based on the CoO of a product. Research over the 
years has progressed from investigating a uni-dimensional ‘Made in...’ label cue 
to a multi-dimensional construct of country image. A country image is defined as 
‘the total of all descriptive, inferential and informational beliefs one has about a 
particular country’. (Martin & Eroglu 1993, p. 193). CI research suggests that 
products from developed and developing countries are evaluated differently 
(Bilkey & Nes 1982). Products from developed countries are evaluated higher in 
quality, satisfaction and value for money, and lower in risk; products from 
developing countries are evaluated lower in quality and satisfaction, and higher 
in risk (Liefeld 1993). The former is believed to be a result of the reputation built 
by developed countries in producing consistently high quality products that are 
considered superior in quality with better reliability and performance. Some 
researchers have suggested that products from developed countries are 
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evaluated favourably for the skills of their workers, which results in the products 
being perceived to be high quality (Iyer & Kalita 1997; Li, WK & Monroe 1992). 
This may be the consequence of developing countries being stereotyped for 
cheap labour, lower living standards, poor working conditions, political instability 
and lag in technological advancement. In the HRM literature, subsidiaries of 
MNCs operating in foreign countries have been studied to examine CoO effects. 
Findings in this area of literature suggest that companies that expand business 
in foreign countries are faced with a dilemma of which of the many management 
practice orientations to adopt (Ferner, Quintanilla & Varul 2001; Noorederhaven 
& Harzing 2003; Pudelko & Harzing 2007). Most of the studies have concluded 
that the foreign subsidiaries of many MNCs formulate their management 
practices and policies based on the CoO of their organisation. The CoO effect 
phenomenon in HRM occurs when management practices, policies, staffing and 
strategic decision making in foreign offices are influenced by the home country 
of the MNC (Banai 1992). Further, the CoO of an organisation is found to be 
one of the most important predictors of how well the foreign subsidiaries are 
controlled (Harzing & Sorge 2003). Companies from developed countries – 
specifically European, American and Japanese companies – manifest 
significant CoO effects in their foreign subsidiaries in developing countries (Bae, 
Chen & Lawler 1998). On the other hand, companies from the emerging 
economies have a mix of CoO and global practices in their foreign subsidiaries 
in developed countries (Wang, CYP, Jaw & Huang 2008).  
To summarise, it is evident from the literature in marketing and HRM that 
country stereotypes are powerful and their influence is observed in product 
evaluation and management orientations. The findings suggest that CoO effects 
are found to be pronounced in cross-cultural situations, whether it is consumers 
outside the company or managers within the organisation. When that is the 
case, this thesis argues that country stereotypes will also affect jobseekers’ 
evaluation of employers based on their CoO and CI. CoO is determined by the 
origin of an employer and CI is formed from jobseekers’ perceptions based on 
the political, economic and technological advancement of the CoO. Employers 
from different countries may be evaluated differently based on their CoO and 
the country image held by jobseekers. This is expected to influence jobseekers’ 
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attitudes to organisations for employment purposes. This thesis captures CoO 
and CI as researched in marketing literature and applies them to the recruitment 
situation to examine their effects on jobseekers’ evaluations of local and foreign 
employers. Further, the thesis investigates the discourse of country stereotypes 
based on economic development. For this purpose, it investigates two countries 
with different levels of economic development and examines whether, similarly 
to consumers and management practices, jobseekers make a distinction in 
choosing an employer based on the economic development of its CoO. 
Findings in marketing suggest that, in general, country stereotypes for 
developed countries are positive compared to stereotypes for developing 
countries. This thesis examines whether jobseekers make distinctions between 
employers based on the economic development of the employers’ CoO and 
whether these distinction are similar to those found in consumer research. Will 
companies from developed countries be evaluated more positively for 
employment purposes than companies from developing countries? It is 
proposed that the higher the perceived image of a country, the higher will an 
employer from that country be evaluated. Conversely, the lower the perceived 
image of a country, the lower will be the perceived attractiveness of an 
employer. Jobseekers are expected to evaluate different countries differently 
and this evaluation will have a direct impact on how employers from that country 
are evaluated. Jobseekers in developed countries and developing countries are 
expected to evaluate the country images of developed countries higher than 
those of developing countries. Jobseekers will be more attracted to employers 
that are perceived to be favourable on the country image dimension. Thus: 
P3: Country image of a developed country (Australia) will have a 
positive influence on employer’s attractiveness 
P4: Country image of a developing country (India) will have a 
negative effect on employer’s attractiveness 
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3.3.4 Industry Expertise  Employer Attractiveness  
Industry expertise is also expected to have a direct effect on employer 
attractiveness. Industry expertise is defined as a competitive advantage that an 
industry has gained by producing high quality products or services in a 
particular category.  There is a stream of research to suggest that although 
products are evaluated based on the economic development of their origin, 
CoO effects differ based on industry expertise. Some countries have developed 
an expertise in an industry and a reputation for consistently producing high 
quality products in a specific product category. For example, Colombian coffee 
and Afghan rugs are evaluated highly irrespective of the economic development 
of these countries. Products are evaluated positively when they are in the 
product category for industry expertise. This can be expressed as country of 
origin industry expertise (+) country image (+) product evaluation (+) = 
CoO effects. Similarly, products in two different categories from the same 
country may be evaluated differently based on industry expertise. For example, 
Japanese electronics and Japanese wines are not evaluated equally despite 
their origin being a developed country. Japanese electronics are consistently 
evaluated higher because Japan has developed industry expertise in 
manufacturing high quality electronic products. However, this is not the case for 
Japanese wines. In addition, industry expertise is found to moderate and in 
some cases strongly influence CIs (Nebenzahl, Israel, Jaffe & Lampert 1997). 
For example, when a German automobile is produced in a developing country, 
the CI of that developing country is evaluated relatively higher. Industry 
expertise is found to be such an influential variable on products evaluation that 
companies have begun ‘adopting’ origins to associate their brands with the 
industry expertise of another country (Mueller, Broderick & Mack 2001). For 
example, as noted in the previous chapter, Matsui, a British electronics 
company, adopted a Japanese-sounding name to leverage on Japan’s industry 
expertise in electronics. 
To sum up, the industry in which a company operates has a significant influence 
on how its products are evaluated. Companies with products in an industry 
expertise category have a natural advantage in local and foreign markets. Well-
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established research in marketing suggests that the industry of a manufacturer 
plays an influential role in product evaluation and the acceptance of new 
products in a foreign country. However, HRM literature has scarcely researched 
how the industry in which a company operates influences jobseekers’ 
evaluation of the company (Highhouse et al. 1999; Lievens & Highhouse 2003). 
This is an important omission because, for example, the job of an IT officer in a 
transport industry may be very different from that in the banking industry. The 
responsibilities in the transport industry may include effectively managing traffic 
during the peak and off-peak hours, managing surveillance cameras, updating 
real-time timetables of trains and buses, and ticketing systems, whereas the 
responsibilities in the banking industry may include managing secured 
databases, online banking, managing ATMs, mobile banking and enterprise 
resources planning systems. Individuals may be attracted to an industry based 
on the perceived image, value, or advantages of the industry. Differences in 
industry perceptions may impact on how organisations in those industries are 
evaluated for employment purposes. Further, based on the findings in 
marketing research, it is expected that in a global marketplace, jobseekers may 
evaluate a foreign employer based on whether the employer’s operation has 
well-known industry expertise. For example, an Australian jobseeker may 
perceive working as a marketing manager for a German automobile company in 
Australia differently from working for a German banking company. The industry 
expertise that Germany has in the automobile industry may influence the 
perceptions of the jobseeker to positively evaluate the employer in the 
automobile industry compared to the banking industry.  It is proposed that: 
P5: Companies of the country with lower industry expertise 
(Australia) will be evaluated less favourably for employer 
attractiveness. 
P6: Companies of the country with higher industry expertise (India) 
will be evaluated more favourably for employer attractiveness. 
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3.3.5 Industry Expertise  Country Image  Employer Attractiveness  
In addition to examining the influence of industry expertise on employer 
attractiveness, this thesis also investigates whether industry expertise affects 
the evaluation of the CI of an employer and how this in turn influences employer 
attractiveness. It is proposed that employers operating with well-known industry 
expertise will be evaluated positively for their attractiveness. The higher the 
perceived industry expertise, the higher the employer attractiveness in that 
industry will be. Lastly, the country image of an employer will be influenced by 
its association with the industry expertise of the country in the field. The country 
image of a company will be evaluated positively when the country is expected to 
possess industry expertise in a particular field and employers that belong to this 
category of industry expertise will be evaluated positively. Conversely, country 
image will be evaluated negatively when the employer is not associated with 
industry expertise. This effect is expected to supersede the discourse on the 
economic development of the country.  
P7: High country image will compensate for the low industry 
expertise (Australia) and this in turn will lead to positive evaluation 
of employer attractiveness. 
P8: High industry expertise of a country will compensate for the low 
country image (India) and this will subsequently lead to favourable 
employer attractiveness. 
3.3.6 Job and Organisation Factors  Employer Attractiveness  
Job and organisation factors have a strong influence on employer 
attractiveness. Findings in the recruitment literature confirm that employer 
attractiveness is influenced by job and organisation factors (Boswell et al. 2003; 
Chapman et al. 2005; Rynes & Barber 1990). Job factors are salaries, fringe 
benefits, job security, job title and career paths. Organisation factors are 
sociable co-workers, availability of training programs, job-lifestyle fit, reputation 
and size of the company, and a pleasant working environment. Job and 
organisation factors are essential factors that jobseekers evaluate before joining 
an employer. The evaluation of these factors occurs during the initial stage of 
96 
an application when jobseekers are attracted to an organisation. Professionals 
suggests that marketing can be of greater assistance in selling jobs as products 
(Price 1996). Similar sentiments are expressed by researchers in the 
recruitment literature (Ryan, Gubern & Rodriguez 2000). Scholars in recruitment 
research are increasing applying the frameworks of consumer research to 
internal marketing (Ewing et al. 2002), employer branding (Backhaus & Tikoo 
2004) and recruitment advertisements (Collins & Stevens 2002). Drawing a 
parallel between consumers and jobseekers, this thesis argues that the process 
of evaluating a product is not very different from evaluating an employer. It is 
proposed that: 
P9: Job factors of the companies from developed country 
(Australia) will be evaluated positively for employer attractiveness. 
P10: Organisation factors of the companies from developed country 
(Australia) will be evaluated positively for employer attractiveness. 
P11: Job factors of the companies from developing country (India) 
will be evaluated negatively for employer attractiveness. 
P12: Organisation factors of the companies from developing 
country (India) will be evaluated negatively for employer 
attractiveness. 
3.3.7 Job and Organisation Factors  Country image  Employer  
 Attractiveness  
Job and organisation factors may be seen as cues that consumers use in the 
evaluation of products – for example, price, quality, warranty, brand, packaging 
and dealer reputation. Studies in marketing suggest that the CoO of a product 
influences the evaluation of these cues. For example, a Japanese product may 
be evaluated higher in quality, brand, packaging and price compared to a 
Chinese product. Another example is that an Australian employer may be 
evaluated positively for salary, fringe benefits, company reputation and career 
paths compared to an Indian company. Studies on recruitment, however, have 
ignored this aspect of research on whether jobseekers evaluate job and 
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organisation factors based on the CoO of an employer. This thesis addresses 
this gap by investigating the CoO and CI effects on the evaluation of job and 
organisation factors and the subsequent impact on employer attractiveness. 
Further, the thesis examines whether job and organisation factors of employers 
from developed and developing countries are evaluated differently. It is 
proposed that: 
• The higher the country image, the more positive will be the 
evaluation of job and organisation factors. This evaluation of country 
image and its influence on job and organisation factors affects the 
attractiveness of employers.  
• Job and organisation factors of companies from developed countries 
are evaluated higher by jobseekers from both developed and 
developing countries. Employers with higher perceived job and 
organisations factors are evaluated positively.  
P13: Job factors of the companies from a developed country 
(Australia) will be evaluated positively based on its high country 
image and this in turn will lead to positive evaluation of employer 
attractiveness. 
P14: Organisation factors of the companies from a developed 
country (Australia) will be evaluated positively based on its high 
country image and this in turn will lead to positive evaluation of 
employer attractiveness. 
P15: Job factors of the companies from a developing country (India) 
will be evaluated negatively based on the country’s low image and 
this will subsequently lead to negative evaluation of employer 
attractiveness. 
P16: Organisation factors of the companies from a developing 
country (India) will be evaluated negatively based on the country’s 




This chapter has proposed a conceptual model of the thesis comprising 
country-level factors that may influence employer attractiveness. A conceptual 
model of variables from marketing and HRM research with four independent 
variables and one dependent variable is proposed and the relationships among 
these variables are proposed. The model shows five direct and four indirect 
effects on employer attractiveness of the independent variables of country 
image, jobseeker ethnocentrism, industry expertise, and job and organisation 
factors. This model is tested in a cross-national setting in two countries with 
different levels of economic development.  
  
99 
CHAPTER 4: PILOT STUDY 
4.1 Introduction 
The previous chapter identified two constructs – industry expertise and 
jobseeker ethnocentrism – as part of the conceptual model. As these are two 
new constructs introduced by this thesis and in the absence of existing 
measurements in the literature, a scale development process was undertaken 
as discussed in this chapter. First, the scale development process is discussed, 
then the questionnaire used in the pre-study is described. This is followed by a 
discussion on sampling and the reliability of scales. Next, factor analysis and its 
application are discussed and the scale development process is described. 
Then data analysis on determining the industry expertise in IT of various 
countries is described. The chapter concludes with a summary of the key points 
to be covered in Chapter 5.  
One of the objectives of this thesis is to develop a scale to measure industry 
expertise and jobseeker ethnocentrism. A pilot study was conducted for two 
reasons: (1) to develop measurement scales for jobseeker ethnocentrism and 
industry expertise, and (2) to determine the industry expertise of countries in the 
IT field as perceived by jobseekers. Determining the level of industry expertise 
of countries is important because there is lack of evidence in the literature on 
the effects of industry expertise on the evaluation of employer attractiveness. 
Previous studies in marketing have investigated the influence of industry 
expertise on product categories such as Japanese electronics, German 
engineering, Colombian coffee and Afghan rugs. These studies have not 
reported a theoretical basis for considering these countries to be experts in 
these industries. It appears that most of these studies relied heavily upon 
anecdotal evidence. This thesis identifies countries according to their levels of 
IT industry expertise as perceived by jobseekers in the pilot study. Based on 
this identified industry expertise, the thesis examines two countries with 
different levels of industry expertise to investigate the influence of industry 
expertise on employer evaluation. The scales developed during the pilot study 
are then used in the main study, which is discussed in Chapter 5. One of the 
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first steps in the scale development process is to specify the domain of the 
constructs (Churchill 1979). Since this was done in a thorough review of the 
literature pertaining to industry expertise and ethnocentrism (reported in 
Chapter 2), and these constructs are also defined and discussed in Chapter 3, 
this chapter begins with the next step of scale development, i.e., to generate 
sample items.  
4.2 Generate Sample Items  
Researchers can generate items using either a deductive or an inductive 
approach (Hinkin 1995). The deductive approach includes the development of a 
classification schema or typology prior to data collection, reviewing the extant 
literature on the constructs and experience surveys. This enables a researcher 
to develop a theoretical definition of a construct, which is then used as guide for 
the development of scale items (Rossiter 2002). Based on the information from 
earlier studies, a pool of potential items related to the constructs can be 
generated. The inductive approach, on the other hand, involves identifying 
constructs and potential scale items through qualitative findings such as focus 
group discussions or in-depth interviews. The inductive approach is best used 
when the theory related to the construct is limited (Hinkin 1995). This thesis has 
adopted a deductive approach because ethnocentrism and industry expertise 
have been researched extensively in the literature, albeit not in the context of 
employer attractiveness. The scale development for these two constructs is 
deemed necessary because their conceptualisation in the literature is irrelevant 
to the objectives of this thesis. Nevertheless, the extant literature provides 
sufficient information for adopting a deductive approach to construct definition 
and generating a pool of items.   
The objective of generating items is to develop items that tap each of the 
dimensions of the construct under investigation. Further, the process assists 
researchers in including items with ‘slightly different shades of meaning’ since 
the original list of items will be refined to produce the final measurement 
(Churchill 1979). Based on the review of literature in marketing and HRM, and 
the experience survey of researchers, jobseekers and recruiting managers in IT 
101 
companies, potential questions on jobseeker ethnocentrism and four questions 
on industry expertise were developed. Two of the 25 questions on jobseeker 
ethnocentrism were negatively worded. The draft questionnaire with the 25 
jobseeker ethnocentrism items and four industry expertise items was sent to six 
expert judges, three with PhDs in marketing and three with PhDs in 
management. The expert judges were informed of the objective of the research 
and provided with the conceptual and operational definitions of the constructs. 
The judges were requested to rate each item ‘good’, ‘bad’ or ‘ugly’ and to 
provide additional comments. The judges were also requested to verify the 
content validity of the scale, which is considered as one of the major initial steps 
in scale development (Rossiter 2002).  
Based on the feedback received from the expert judges, the 25-item scale was 
reduced to 17 items. All four industry expertise items were approved by the 
expert judges without any changes and were thus included in the questionnaire 
without any modifications. Four of the experts recommending removing eight 
items on jobseeker ethnocentrism and two of the experts in marketing 
recommended removing ten items on jobseeker ethnocentrism, including the 
eight items identified by the other experts. The eight items illustrated in Table 
4.1 were removed from the pool of items because they were considered 
irrelevant to the construct by all the expert judges.  
Table 4.1: Items removed from the pool based on feedback 
from expert judges 
 
I feel that most foreign companies are backward compared to Australian companies. 
Australian companies are primitive compared to most of the foreign companies. 
I will be expected to learn their culture if I choose to work for a foreign company. 
I will feel left out in meetings and social gatherings with colleagues if I work for a foreign 
company. 
I will not be okay to be a part of their festivals and celebrations if I work for a foreign company. 
I will be happy to be a part their festivals and celebrations if I work for a foreign company. 
I will not get along with people at work when I choose to work for a foreign company because 
they are not Aussies. 
All the decision-making power and authorities will be in hands of foreigners if I choose to 
work for a foreign company. 
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Re-wording was proposed for some items. For example, ‘I have little respect for 
people who choose to work for foreign companies’ was reworded to ‘I am wary 
of Australians who choose to work for foreign companies in Australia’. Two 
items remained negatively worded. One was ‘I would get along with people at 
work in a foreign company even though I may not share their cultural beliefs’. 
The items were then re-ordered based on their relevance to avoid order-item 
bias.  
4.3 Pilot Questionnaire  
The pre-study questionnaire had five sections. Section 1 captured demographic 
information such as age, gender and nationality of the respondents. The 
nationality of the respondent was considered important because of the 
ethnocentrism construct. Section 2 comprised 17 items on jobseeker 
ethnocentrism which were rated on the 7-point Likert scale with ‘strongly 
disagree’ to ‘strongly agree’ anchors. Section 3 comprised questions pertaining 
to IT employers. This section had three sub-sections. In sub-section 3A, 
respondents were requested to name their preferred top five IT employers 
globally. This was an open-ended question; its aim was to ascertain the most 
preferred employers in the IT industry. Further, it was also used as an indirect 
measure of the awareness of respondents to the IT industry. In sub-section 3B, 
respondents were required to rate 11 countries, as illustrated in Table 4.2, on 
their expertise in the provision of IT-related services. Respondents were 
required to rate each of these countries on a 7-point Liker scale. This question 
was included to determine which countries from jobseekers’ perspective 
possessed industry expertise at the global level in the IT industry.   














Sub-section 3C was a list of 12 IT employers from different countries including 
well-known brands such as Accenture, Ericsson, Infosys, Wipro and Acer. The 
respondents were requested to identify the country of origin of these employers 
and to rate their attractiveness to these employers. The objective of this 
question was two-fold: (a) to ascertain whether jobseekers could correctly 
identify the origin of these employers, and (b) whether the CoO had any 
influence on the level of attractiveness rated by the respondents. The final 
section was a four-item questionnaire on industry expertise in IT as perceived 
by jobseekers. These items were rated on a 7-point Likert scale and included 
items such as ‘Australia has highly a skilled IT workforce’. This four-item scale 
was then subjected to factor analysis for the development of the industry 
expertise scale.  
4.4 Sampling 
Self-administered paper questionnaires were distributed to final year 
undergraduates in IT programs at a large reputable university in Melbourne. 
The sampling criteria for the pre-study and the main study were identical for the 
purpose of the consistency, reliability and validity of the study. The data was 
collected from February to May 2010. Questionnaires were distributed at the 
end of the class by a research assistant. Participants were given a Plain 
Language Statement explaining the objective of the research, voluntary 
participation and their right to withdraw from the study. A total of 250 
questionnaires were distributed from which 190 were returned usable. Only the 
respondents who indicated their nationality as Australian (N=167) were included 
in the data analysis. International students were not considered as a part of the 
sample. Hair et al. (2010) suggest that to run effective factor analyses the 
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researcher should have a sample size of ten times the number of variables to 
be analysed. Given that jobseeker ethnocentrism has 17 variables and industry 
expertise has four variables, the sample size of this pre-study is considered 
acceptable.   
4.5 Preliminary Data Analysis 
The preliminary data analysis provides information about the demographics of 
the sample recruited in the pre-study.  





a. Male 58.1 




b. 22-25 46.1 
c. 26-30 29.9 
d. 31-40 10.2 
e. 41-50 9.6 
f. 50 and above 1.8 
 
As can be seen in Table 4.3, the number of male respondents was higher than 
females. This is consistent with the population of students enrolled in IT 
programs where the number of male students is generally higher than females. 
The maximum number of respondents were in the age group of 22-25 and the 
minimum number of respondents were in the age group of above 50. This was 
expected as the surveys were administered to final year students in an 
undergraduate program.  
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4.6: Reliability Analysis of the Measurements 
One of the first steps in purifying the measures is to conduct a reliability 
analysis of the scale by a coefficient alpha (Churchill 1979). A large coefficient 
alpha indicates that the sample of items performs well, whereas a low 
coefficient alpha indicates that the sample of items performs poorly in capturing 
the measures of a construct. A conservative approach indicates that a reliability 
alpha of .50 to .60 is sufficient (Nunnally 1967) and anything below that is 
considered poor reliability. However, the general rule of thumb indicates a 
coefficient alpha of .70 as acceptable (Hair et al. 2006). Cronbach’s alpha is the 
most widely used measure of reliability and internal consistency (Hair et al. 
2006). The overall Cronbach’s alpha for the jobseeker ethnocentrism scale is 
0.822. Table 4.3 illustrates the alpha for each item. 






alpha if item 
deleted 
When evaluating companies for employment I 
always check whether they are Australian or not. 
.538 .805 
I will feel more comfortable working for an Australian 
company than for a foreign company. 
.603 .802 
I can expect higher ethical standards from Australian 
companies than foreign companies. 
.429 .812 
Australian companies provide the best working 
environment. 
.426 .812 
Australian companies could learn a lot about best 
employment practices from foreign companies. 
.101 .828 
I feel that foreign companies are more advanced 
compared to Australian companies. 
.192 .825 
I would feel out of place if I were to work for a 
foreign company. 
.627 .802 
I would get along with people at work in a foreign 
company even though I may not share their cultural 
beliefs. 
-.067 .839 
I would prefer my boss to be an Australian. .461 .810 
Working for an Australian company is morally the 







alpha if item 
deleted 
I would work for an Australian company even if it 
offers slightly less salary compared to a foreign 
company. 
.613 .799 
I am wary of Australians who choose to work for 
foreign companies in Australia. 
.570 .804 
We should work for an Australian company because 
any innovation that we do at work contributes to the 
Australian community. 
.554 .804 
My friends would not think highly of me if I worked 
for a foreign company. 
.589 .803 
I would be totally comfortable to have a boss of any 
nationality. 
-.175 .850 
We should only take up employment with a foreign 
company as a last resort. 
.528 .806 
When seeking a job Australians should give 
preference to local employers. 
.582 .802 
 
Cronbach’s alpha for the 17-item jobseeker ethnocentrism questionnaire 
was .822. It is recommended that when items show weak negative correlations 
they should be removed from the questionnaire (Churchill 1979; Allen & Bennett 
2010). Further, items with a correlation near zero should be eliminated before 
subjecting them to factor analysis (Churchill). Two items, 11 and 22, showed a 
negative weak correlation. However, they were still included in the factor 
analysis to ensure that all the items approved theoretically by the expert judges 
would be subjected to statistical analysis.  
Cronbach’s alpha for the four-item industry expertise questionnaire is .932. This 
is considered fairly high reliability (Churchill 1979). The questionnaire items also 
show strong positive correlations in the item-total statistics. Thus, these four 
items are subjected to factor analysis as described in the next section.  
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Table 4.5 Reliability of industry expertise using Cronbach’s alpha 
 
Industry expertise Item-total 
correlation 
Cronbach’s 
alpha if item 
deleted 
Australia is well known for its IT industry. .861 .905 
Australian IT companies are known to be world 
class. 
.790 .928 
Australia has a highly skilled IT workforce. .914 .887 
Australia is first choice for outsourcing IT project. .801 .924 
 
4.7 Factor Analysis 
Factor analysis is one of the multivariate technique which helps in analysing the 
structures of the interrelationship among large number of variables by defining 
sets of variable that are highly correlated (also known as factor) (Hair et al. 
2010). It is a data summarisation and data reduction technique whereby large 
numbers of variables can be summarised in a more meaningful, smaller set of 
factors and reduced data can be derived by empirical value-factor scores for 
each dimension to substitute for the original values. From the data 
summarisation point of view, the groups of variables (factors), which are by 
definition highly intercorrelated, are assumed to represent dimensions within the 
data. These are used to suggest dimensions underlying the construct. The 
reduced number of variables resulting in dimensions help in creating new 
composite measures. From the data reduction perspective, factor analysis can 
be used to achieve: (a) identifying representative variables from a much larger 
set of variables for use in subsequent multivariate analysis, or( b) creating an 
entirely new set of variables, much smaller in number, to partially or completely 
replace the original set of variables (Hair et al. 2010). Data reduction can be 
seen as creating an empirical composite factor score which can be used to 
simplify the hypothesis testing of relationships among variables. Since the 
purpose of this chapter is to describe the development of the scale and explore 
the underlying dimensions of the two constructs, jobseeker ethnocentrism and 
industry expertise, the data summarisation approach is followed. Studies have 
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extensively used factor analysis in the scale development process to reduce the 
variables and elicit clear factors that measure constructs (Churchill 1979). Once 
the dimensions are established, the data reduction technique will be used for 
the subsequent multivariate analysis, presented in the Chapter 5, to test 
relationships among the variables of the conceptual model of this thesis.  
Factor analysis aids in deciding which factor extraction method to use. 
Researchers can choose from two methods of extraction: common factor 
analysis and component analysis. Hair et al. (2010) suggest that common factor 
analysis is most appropriate when the primary objective is to identify the latent 
dimensions or constructs represented in the original variables. Component 
analysis, on the other hand, is appropriate when data reduction is the primary 
concern, focusing on the minimum number of factors needed to account for the 
maximum portion of the total variance represented in the original set of 
variables. The former approach was used since the objective of this pre-study 
was data summarisation to identify latent dimensions of the two constructs. The 
latter approach was used as described in Chapter 5, where data reduction was 
deemed appropriate for minimising the number of variables in testing 
relationships among the constructs.  
The rotation of factors is another aspect to be considered before conducting 
common factor analysis. Broadly, there are two types of rotation available: (a) 
orthogonal factor rotation and (b) oblique factor rotation. Orthogonal rotational 
approaches are more widely used than oblique factor rotations. Hair et al. 
(2010) suggest two main reasons: (a) most of the widely used computer 
packages with factor analysis contain orthogonal rotation options, and (b) the 
analytical procedures for performing oblique rotations are not as well developed 
and are still subject to some controversy. Thus, for the purpose of this pre-
study, orthogonal rotation was used. Within orthogonal rotation methods, 
researchers can choose from three approaches: (1) quartimax, (2) varimax,and 
(3) equimax (Hair et al. 2010). The objective of any factor analysis is to simplify 
the interpretation of factors and their loadings. The quartimax method has not 
proved successful in producing simpler structures; it tends to produce a general 
factor as the first factor on which most, if not all, of the variables have high 
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loadings. It is an approach that tends to create a large general factor instead of 
accurate and precise smaller factors. In contrast, varimax provides simpler 
factors and their loadings and gives a clearer separation of factors. The 
equimax approach is an in-between approach which has not gained widespread 
acceptance and is seldom used. This study has adopted the varimax approach 
since it is recommended and has proved successful as an analytic approach to 
obtaining an orthogonal rotation of factors.  
4.7.1 Jobseeker Ethnocentrism Scale Development 
To examine the underlying structure of a 17-item questionnaire measuring 
jobseeker ethnocentrism, data collected from 167 respondents was subjected to 
principal axis factoring with varimax rotation. Hair et al. suggest that correlations 
of less than .30 are inappropriate for factor loadings. Thus, a suppression of .30 
was mandated for factor analysis. Prior to running the principal axis factoring, 
enquiry of the data indicated that not every variable was perfectly normally 
distributed. Given the robust nature of factor analysis, these deviations were not 
considered problematic (Churchill 1979; Allen & Bennett 2010; Hair et al. 2010). 
Furthermore, a linear relationship was identified among the variables. In order 
to ensure that the data were sufficient and suitable for factor analysis, a Kaiser-
Meyer-Oklin (KMO) Measure of Sampling Adequacy and Bartlett’s Test of 
Sphericity were performed. The general rule of thumb for KMO suggests that 
values above .6 are acceptable for factor analysis. In this case, the KMO 
was .740 and thus is considered acceptable for factor analysis of the jobseeker 
ethnocentrism questionnaire (Hair et al. 2010). Bartlett’s tests indicate if the 
data is suitable for factor analysis. If the Bartlett’s test is significant (sig < 0.5), 
then the data is acceptable (Hair et al.). In this case, the Bartlett’s test was 
significant at <.001, thus considered suitable for the factor analysis. 
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When evaluating companies for employment I always check whether 
they are Australian or not. 
.494 .349 
I will feel more comfortable working for an Australian company than for 
a foreign company. 
.401 .573 
I can expect higher ethical standards from Australian companies than 
foreign companies. 
 .610 
Australian companies provide the best working environment.  .570 
Australian companies could learn a lot about best employment 
practices from foreign companies. 
  
I feel that foreign companies are more advanced compared to 
Australian companies. 
  
I would feel out of place if I were to work for a foreign company. .743 .356 
I would get along with people at work in a foreign company even 
though I may not share their cultural beliefs. 
-.415  
I would prefer my boss to be an Australian. .572  
Working for an Australian company is morally the ‘right thing to do’. .702 .366 
I would work for an Australian company even if it offers slightly less 
salary compared to a foreign company. 
 .636 
I am wary of Australians who choose to work for foreign companies in 
Australia. 
.799  
We should work for an Australian company because any innovation 
that we do at work contributes to the Australian community. 
 .824 
My friends would not think highly of me if I worked for a foreign 
company. 
.653  
I would be totally comfortable to have a boss of any nationality. -.559  
We should only take up employment with a foreign company as a last 
resort. 
.777  




As can be seen in Table 4.3, the initial factor analysis needed to be re-specified 
because of: (a) negative correlations of some variables, (b) correlations lower 
than .30 and (c) cross-loading of variables on factors. In order to re-specify the 
factor model, a further analysis of each item, its loading patterns on the factors 
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and its theoretical appropriateness to the factors was required. In order to 
derive two clear factors, certain measures recommended by Hair et al. (2010) 
were applied. First, items were identified that did not load on any of the factors. 
Items 5 and 6 had a correlation of less .30. As discussed at the beginning of this 
section, Hair et al. (2010) suggest that correlations below .30 are considered 
inappropriate. Thus these two items were removed straightaway from the item 
pool. Next, items that showed negative correlations (items 8 and 15) were also 
removed. Third, there was cross-loading of more than one variable with 
moderate-size loading on both the factors. Items that loaded on two variables 
were assigned to those factors which had higher loadings. For example, item 7 
was assigned to factor 1 because it had a higher loading .743 on factor 1 
than .356 on factor 2. A similar factor analysis was run again with these 
changes to derive two clear factors of jobseeker ethnocentrism construct. Table 
4.5 describes the two factors of the jobseeker ethnocentrism construct.  






When evaluating companies for employment I always check whether 
they are Australian or not. 
.494  
I will feel more comfortable working for an Australian company than 
for a foreign company. 
 .573 
I can expect higher ethical standards from Australian companies 
than foreign companies. 
 .610 
Australian companies provide the best working environment.  .570 
I would feel out of place if I were to work for a foreign company. .743 . 
I would prefer my boss to be an Australian. .572  
Working for an Australian company is morally the ‘right thing to do’. .702  
I would work for an Australian company even if it offers slightly less 
salary compared to a foreign company. 
 .636 
I am wary of Australians who choose to work for foreign companies 
in Australia. 
.799  
We should work for an Australian company because any innovation 
that we do at work contributes to the Australian community. 
 .824 




We should only take up employment with a foreign company as a 
last resort. 
.777  
When seeking a job Australians should give preference to local 
employers. 
.314 .572 
                                                 Percentage of variance 32.28% 20.42% 
 
Based on the factor analysis shown in Table 4.5, jobseeker ethnocentrism 
comprises two dimensions. Two factors (with eigenvalues exceeding 1) are 
identified as underlying the 13 questionnaire items. In total, these factors 
accounted for around 53% of variance in the questionnaire data. The first 
dimension of the construct represents the beliefs that a jobseeker holds about 
working for a local versus a foreign company. The second factor is formed by 
the attitudes that jobseekers have to local versus foreign companies.  
4.7.2 Industry Expertise Scale Development 
To investigate the underlying structure of a four-item scale assessing the 
industry expertise in IT of a country, data collected from 167 participants was 
subjected to principal axis factoring with varimax rotation. Prior to running the 
principal axis factoring, examination of the data indicated that not every variable 
was perfectly normally distributed. Given the robust nature of factor analysis, 
these deviations were not considered to be problematic (Churchill 1979; Allen & 
Bennett 2010). Furthermore, a linear relationship was identified among the 
variables. One factor (with eigenvalues exceeding 1) was identified as 
underlying the four questionnaire items (see Table 4.6). In total, this factor 
accounted for 78% of the variance in the questionnaire data. The factor model 
was not required to be re-specified as all the items loaded on one factor with 
high positive correlations among themselves.  
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Australia is well known for its IT industry. .900 
Australian IT companies are known to be world class. .822 
Australia has a highly skilled IT workforce. .966 
Australia is first choice for outsourcing IT project. .836 
                                                           Percentage of Variance 77.98 % 
KMO Measure of Sampling Adequacy = 0.816; Barlett’s (sig.) = 0.000 
 
4.8 Countries and Their Levels of IT Industry Expertise 
Scale development was one of the two objectives of the pre-study. The 
discussion now moves to the remaining objective of the pre-study, i.e., 
determining the levels of industry expertise of various countries as perceived by 
the jobseekers. As outlined in section 4.3, the questionnaire of the pre-study 
included a list of eleven countries that were rated by the respondents on their 
level of expertise in IT industry. Table 4.7 describes the mean and standard 
deviations of the perceived IT industry expertise of the 11 countries. As can 
been seen in Table 4.7, the US is rated highest for its expertise in the IT 
industry among the 11 countries surveyed in the pre-study. This is not 
surprising given the number of popular IT brands that originate from the US. 
The second position belongs to Japan. This is similar to the US in not being a 
surprise, given the high quality technology products that originate from Japan. 
The findings in regard to the US and Japan are also not surprising because of 
their dominance in the global business market, as substantiated in the 
marketing and HRM literature.  
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Table 4.9: Means and standard deviation of countries on their perception 





US 5.87 1.385 
India 5.19 1.656 
Sweden 4.83 1.299 
Germany 5.12 1.800 
China 4.47 1.524 
Japan 5.22 1.644 
Taiwan 4.40 1.576 
Australia 4.43 1.562 
UK 4.95 1.415 
Vietnam 3.29 1.473 
South Korea 4.22 1.380 
Third on the list is India, which rated very close to Japan on its state of expertise 
in the IT industry. This is a surprising finding for two reasons. (1) India is a 
developing country and marketing literature suggests that products from 
developing countries rate lower than those from developed countries (Verlegh & 
Steenkamp 1999). However, the findings suggest that this is not the case when 
global expertise in an industry is evaluated. (2) Indian IT companies are not well 
known for consumer products but they are well known for their business 
consultancies and skilled back-office operations. It was expected that Indian 
companies would be rated lower because of a general stereotype of India as 
the ‘back-office’ of world business. These contrary findings suggest that general 
stereotypes may be different from those held by people in the industry, because 
IT jobseekers in this pre-study perceived India to have a higher expertise in the 
IT industry than some developed countries such as Sweden, Germany, the UK 
and Australia. Another surprising finding relates to Taiwan and South Korea. 
These countries are considered newly industrialised countries and their 
technology products are exported globally, yet from the jobseekers’ perspective 
the countries have lower expertise in the IT industry than developing economies 
such as China.  
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4.9 Summary 
This chapter has discussed the pilot study conducted to develop the 
measurement scales for two new constructs: jobseeker ethnocentrism and 
industry expertise. A deductive approach was used by defining the constructs 
and generating an initial pool of items based on the review of the literature and 
the opinions of expert judges. The scales items were then further refined based 
on feedback from the judges. The refined scales with 17 items on jobseeker 
ethnocentrism and four on industry expertise were included in the survey 
questionnaire which was administered to the respondents in Australia. Data 
collected from 167 respondents was subjected to factor analysis. The findings 
of factor analysis resulted in a 13-item jobseeker ethnocentrism measure with 
two dimensions comprising beliefs and attitude of jobseekers to foreign 
employers. The four-item scale of industry expertise resulted in a one-
dimensional construct measuring the industry expertise of a country in IT from 
the perspective of jobseekers. Measurements need to be subjected to new data 
for validation purposes (Churchill 1979); thus, these scales were further 
validated in the main study by using two new data sets.  
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CHAPTER 5: RESEARCH METHODOLOGY 
5.1 Introduction 
This chapter discusses the details of the research design and methodology 
adopted in the study. The first section discusses the research design. Based on 
the research design, the considerations used in deciding the sample and the 
strategies employed to reach the sample are discussed. Next, the possible 
biases that may have occurred in data collection and how the thesis has 
addressed these possible biases are discussed. In the fourth section, the 
conceptual and operational definitions of the independent and dependent 
variables are illustrated. The measurement instruments used for the answers to 
the research questions are then described. Specifically, the section discusses 
country image, jobseeker ethnocentrism, industry expertise, job and 
organisation factors and employer attractiveness measurements. Then the 
questionnaire testing is discussed, and this is followed by the presentation of 
the research hypotheses drawn from the research questions and the conceptual 
model. Based on the objectives of the research hypotheses, the rationale for the 
statistical techniques used in the thesis is discussed. Lastly, how the ethical 
issues arising in the study were addressed is outlined.  
5.2 Research Design 
One of the objectives of this thesis is to investigate how jobseekers of different 
nationalities – namely, Indian and Australian – evaluate employment 
propositions based on the location of the job and the country of origin of the 
employer. In order to test the hypotheses and the relationship among variables, 
a research design including two nationalities and four scenarios was adopted. A 
quasi-experimental between-subjects factorial design including 2 (nationality of 
respondents) x 2 (country of origin of employer) x 2 (location of job) was 
employed. Australian and Indian respondents evaluated four different scenarios 
based on the country of origin and the location of the job: an Australian 
company in operating in Australia, an Australian company operating in India, an 
Indian company operating in Australia, and an Indian company operating in 
India. Figure 5.1 illustrates the matrix used to develop the research design.  
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Figure 5.1: Country of origin and job location matrix 
 
Findings of marketing studies suggest that consumers evaluate foreign products 
based on CoO. In these findings, it has been confirmed that consumers in 
developed countries have a tendency to evaluate products from a developed 
country higher than the products from a developing country (Iyer & Kalita 1997). 
On the other hand, consumers in developing countries have a tendency to rate 
foreign products higher than local products (Bandyopadhyay 2001; Batra et al. 
2000). Since the existing literature in marketing and management lacks 
evidence on the evaluation of the CoO of an employer and the location of a job, 
this thesis makes a reasonable assumption based on the evidence from 
marketing literature that jobseekers, similar to consumers, will show a 
preference between employers from developed and developing countries. Thus 
it is conceptualised that for jobseekers of both nationalities an Australian 
company in Australia will be given the first preference due to the high country 
image of Australia and an Indian company in India will be given the fourth 
preference due to the low country image of India. However, based on the 
industry expertise in IT of India, the trade-offs between the second and third 
preferences (Australian company in India and Indian company in Australia) 
remained unclear. Thus, an Indian company in Australia was conceptualised to 
be the second preference and an Australian company in India was 
conceptualised as the third preference. 
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In order to manipulate the two variables of country of origin of employer and job 
location, the first page of the questionnaire included a job advertisement for a 
Graduate IT Consultant. The content of the advertisement was developed 
based on actual job descriptions posted on various recruitment websites in India 
and Australia (see Fig. 5.2). 
Figure 5.2: Advertisement of job description of the quasi-experimental 
design with 2x2 treatments 
 
All the details in the advertisement were left unchanged except the country of 
origin of the employer and the job location. These two variables were printed in 
bold fonts to get respondents’ attention. Based on the research design, every 
respondent received a questionnaire with one of the four scenarios. 
5.3 Sampling 
Three sampling frames were involved in the design: students, their degree 
program and their university. In total, 400 surveys were distributed at two large 
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universities, KJ Somaiya Institute of Management Studies & Research (SIMSR) 
in Mumbai, India. and Royal Melbourne Institute of Technology (RMIT) 
University in Melbourne, Australia. The data was collected during two 
semesters in both universities from September 2010 to July 2011. A total of 334 
undergraduate students (178 in Australia and 156 in India) enrolled in the final 
year of the degree program of Information Technology were recruited randomly 
to serve as subjects. The following strategies were utilised to reach the sample: 
• Surveys were distributed at the end of the class by the lecturers 
teaching IT courses in the two universities.   
• Participants were given a Plain Language Statement explaining the 
objective of the research, voluntary participation and their right to 
withdraw from participation in the study.  
Studies in marketing and HRM that have used similar quasi-experimental 
designs have used 20 to 40 subjects in each cell (for e.g., Jones, Shultz & 
Chapman 2006; Lim, Darley & Summers 1994; Lotz & Hu 2001; Michaelis et al. 
2008; Nebenzahl, ID & Jaffe 1996; Piron 2000; Srinivasan, Jain & Sikand 2004; 
Ulgado & Lee 1993). Some studies have also used cell size less than 20 (for 
e.g., Aaker & Maheswaran 1997; Kashyap & Li 2006; Lim & Darley 1997; 
Maheswaran 1994). Scholars suggest that 40 in each cell is widely considered 
to be an adequate sample for stable results (Hair et al. 2006). This study 
followed these standards and recruited at least 40 subjects per cell in both 
countries. Two large universities, one in Mumbai and onein Melbourne, were 
chosen for the study. Ideally, each university should be similar in terms of their 
size, programs offered, reputation and type of students. Although both the 
universities are comparable in almost all the factors, RMIT University is bigger 
in size and number of international students enrolled. In order to control for the 
international students at RMIT, the survey questionnaire explicitly required 
students to indicate their nationality. Students who indicated their status as 
Australian citizens or permanent residents (n=178) were used in the sample 
and international students were not considered as a part of the sample. 
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5.4 Potential Study Biases 
Studies conducted in a cross-cultural setting often suffer from various biases. 
Thus special attention was given to the potential biases for this study. Harkness 
et al. (2003) differentiate three types of bias in cross-cultural studies: construct 
bias, method bias and item bias. This study attempted to address these biases 
so that comparisons could be made between the findings from India and 
Australia. Construct bias occurs mainly when the same construct is not 
measured across countries or groups (Harkness et al. 2003). The difference in 
concept interpretation may be caused by an overlap of the definitions of 
construct, differential appropriateness of the behaviour associated with the 
construct, inappropriate sampling or incomplete questionnaires. This list does 
not include all the relevant aspects of the construct. Based on the suggestion of 
Harkness et al. (2003), this study employed exploratory factor analysis to 
ensure the questionnaire measured the same constructs in both India and 
Australia. Further details are provided in Chapter 6.  
Method bias occurs as a result of sample incomparability, instrument 
differences, tester and interviewer effects, or the mode of administration 
(Harkness et al. 2003). In order to address these biases, the study adopted the 
‘ask-the-same-question’ model by using the same questionnaire in India and 
Australia. Sample comparability was attained by using the sample type, namely 
final year undergraduates in IT courses in both the countries. Furthermore, the 
mode of administration and instructions for filling in the questionnaires were 
similar for both the groups. Item bias occurs due to poor translation, nuisance 
factors or culture-specific reasons. It refers to the item level and is identified as 
differences in the mean score of the item despite a similar understanding of the 
construct in two groups (Harkness et al. 2003). To address item bias, the 
questionnaire was written in English for both India and Australia. Although 
English is not the native language of India, students at this particular university 
in Mumbai had completed their entire schooling and college education in 
English. The questionnaire was cross-checked by PhD staff at RMIT and 
SIMSR universities to ensure all the items conveyed a similar meaning. The 
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questionnaire was also pre-tested at RMIT and SIMSR by a group of non-IT 
undergraduates.  
5.5 Conceptual and Operational Definitions 
Based on the review of the literature, the conceptual definitions given in Table 
5.1 were adopted for the independent and dependent variables. In order to 
achieve the objectives of this thesis, these definitions were operationalised to 
make them relevant to the current investigation.  
Table 5.1: Conceptual and operational definitions of the independent and 







Constructs Definitions by 
authorities Operational definitions 
a) Country 
image 
Country image is 




one has about a 
particular country’ 
(Martin & Eroglu 1993, 
p. 193). 
The perception or impression 
that jobseekers have about a 
country based on its economic 




Undefined Tendency for job-seekers to 
make a reasoned judgement to 
support local employers because 
it is good for the collective health 
of the economy of the country or 
jobseekers may make a moral 
judgement that it is their duty to 
support local employers. 
d) Industry 
expertise 
Undefined A competitive advantage that an 
industry has gained by producing 
high quality products or services 
in a particular category 





terms of objective, 
concrete and factual 
attributes that a 
job/organisation either 
has or does not have’ 
(Lievens & Highhouse 
2003, p. 80) 
Jobseekers’ evaluation of job-
organisation attributes such as 
the job itself, salary and 
advancement opportunities 
which will affect employer 
attractiveness  
f) Country of 
origin of an 
employer 









defined as the 
envisioned benefits that 
a potential employee 
sees in working for a 
specific organisation’ 
(Berthon, Ewing & Hah 
2005, p. 151). 
Employer attractiveness is 
defined as the intention to pursue 
employment opportunities with 




The questionnaire for this study consisted of six constructs of which three – 
employer attractiveness, country image and job and organisation factors – were 
measured on items developed by other scholars and the remaining two 
variables – jobseeker ethnocentrism and industry expertise – were measured 
on the items developed solely for the purpose of this thesis.   
Section 1 
Sub-section 1A: The questionnaire began with a job vacancy advertisement for 
a graduate IT consultant in an Australian (Indian) company located in Australia 
(India). The country of origin of the employer and the location of the job were 
manipulated, leaving everything else unchanged. Following the advertisement 
were items which measured the intention to pursue the advertised job vacancy. 
The intention to pursue was measured by the following three items which were 
adopted from a study by Highhouse, Lievens and Sinar (2003): 
I find this job very attractive. 
I would recommend this job to family and friends. 
I would exert a great deal of effort to get this job. 
The respondents were requested to indicate their agreement on a 7-point Likert 
scale.  
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Sub-section 1B: This section measured respondents’ awareness of the IT 
industry. Three items were developed to measure this construct:  
I am aware of major employers in the IT industry. 
I am aware of countries that are known for their expertise in IT. 
I keep up with news and current events related to IT industry. 
Section 2 
This section measured the perceptions of the expertise in the IT industry and 
the country of origin images for the two countries, Australia and India.  
Sub-section 2A: Respondents were asked to rate India and Australia 
simultaneously on the state of their IT industry. Industry expertise was 
measured on four items developed for this study. 
This country is well known for its IT industry. 
IT companies from this country are known to be world class. 
This country is known for its highly skilled IT workforce. 
This is the country of first choice for outsourcing IT projects. 
Sub-section 2B: Country image was measured based on the items developed 
by Martin and Eroglu (1993) Twelve out of fourteen items were adopted for this 
study. Two items – ‘mass produced products’ and ‘exporter of agricultural 
products’ – were excluded from the measurement as they related to products 
and were irrelevant to the conceptualisation of country image in this study. In 
their study Martin and Eroglu used a semantic differential scale with bi-polar 
dimensions on either side of items – for example, ‘economically developed’ and 
‘economically underdeveloped’ on a 7-point scale. Since all the measurements 
in this study utilised a 7-point Likert scale, for the purpose of consistency the 
semantic differential scale was converted to the Likert scale. Respondents were 
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required to evaluate both Australia and India for each item on the 7-point Likert 
scale.  
Section 3 
This section measured the perceptions of job and organisation factors. Items for 
this measurement were adopted from Harris and Fink (1987). The original scale 
consisted of items such as ‘good salary’. This was converted to ‘Companies 
from this country pay good salaries’. Again, to maintain consistency in the 
questionnaire, respondents were required to indicate their agreement with 
statements for both Australian and Indian companies on a 7-point Likert scale.  
Sub-section 3A: Job factors were measured on five items in this section: 
Companies of this country pay good salaries. 
Companies of this country offer job security. 
Companies of this country offer good fringe benefits. 
Companies of this country give prestigious job title. 
Companies of this country offer good career paths. 
Sub-section 3B: This sub-section of the job-organisation factors measured 
elements relating to the organisation and the working environment. It consisted 
of seven items: 
Companies of this country have competent and sociable co-workers. 
Companies of this country have training programs available. 
Companies of this country have jobs that fit with my lifestyle. 
Companies of this country have a boss that I can work with. 
Companies of this country have a good reputation. 
Companies of this country are appropriately sized. 
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Companies of this country provides pleasant work environment. 
Section 4 
This section measured jobseeker ethnocentrism on 13 items. As discussed in 
Chapter 4, this scale was developed based on a pilot study. The final scale 
consisted of 13 items that captured jobseeker ethnocentrism. Respondents in 
Australia and India were given questionnaires with country names based on 
their nationality.  
When evaluating companies for employment I always check whether 
they are Australian (Indian) or not. 
I will feel more comfortable working for an Australian (Indian) company 
than a foreign company. 
I would feel out of place if I were to work for a foreign company. 
Australian (Indian) companies provide the best working environment. 
I can expect higher ethical standards from an Australian (Indian) 
company than a foreign company. 
Working for an Australian (Indian) company is morally the ‘right thing to 
do’. 
I would work for an Australian (Indian) company even if it offers slightly 
less salary than a foreign company. 
I would prefer my boss to be an Australian (Indian). 
I am cautious of Indians (Australians) who choose to work for foreign 
companies.  
We should work for an Australian (Indian) company because any 
innovation that we do at work contributes to the Australian (Indian) 
community. 
My friends would not think highly of me if I worked for a foreign company. 
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We should only take up employment with a foreign company as a last 
resort. 
When seeking a job Indians (Australians) should give preference to local 
employers. 
Section 5 
Demographic details such gender, age, nationality and work experience in the 
IT industry were collected in this section. In order to understand the role of 
jobseeker ethnocentrism, it was deemed important to separate local Australian 
students and international students at RMIT University. Thus a question on 
nationality, ‘Are you an Australian citizen or permanent resident?’, was included 
in this section. All the respondents with non-Australian nationality (n=56) were 
excluded from the data analysis. This was considered important since the 
number of international students who study in Australia is higher than in India.  
5.7 Questionnaire Testing  
The questionnaire was pre-tested to identify and eliminate potential problems. 
All the important aspects such as question content, wording, sequence, layout, 
question difficulty and instructions were tested. Using a convenience sample, 
the questionnaire was pre-tested by 10 doctoral students and 10 
undergraduates in Melbourne, Australia. Based on their feedback, the 
necessary changes were made to the questionnaire. Similarly, in India the 
questionnaire was pre-tested by 25 undergraduates and two professors with 
PhDs to ensure that unfamiliar Australian English words were not used and all 
items were understood clearly. 
5.8 Hypotheses 
Based on the review of the literature and the knowledge gaps identified in the 
conceptual model, eight main hypotheses were developed as illustrated in 
Table 5.2. Of these, four main hypotheses test the direct relationships between 
the independent variable and the dependent variable, three main indirect 
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hypotheses test the indirect effects amongst the independent variables on the 
dependent variables and three main hypotheses test the interaction effects of 
the variables tested in the 2x2x2 factorial design.  
Table 5.2: Hypotheses indicating direct, indirect and interaction effects 
among the variables of the thesis 
 
Interaction effects 
H1a: Nationality of the jobseekers will interact with the CoO of an employer 
H1b: Nationality of the jobseekers will interact with location of job 
H1c: CoO of employer will interact with location of job 
Direct effects 
H2a: Country image of a developed country (Australia) will have positive influence on 
employer attractiveness 
H2b: Country image of a developing country (India) will have a negative effect on 
employer attractiveness 
H3a: Companies of the country with lower industry expertise (Australia) will be 
evaluated less favourably for employer attractiveness 
H3b: Companies of the country with higher industry expertise (India) will be evaluated 
more favourably for employer attractiveness 
H4: Jobseeker ethnocentrism will impact on employer attractiveness 
H5a: Job factors of the companies from a developed country (Australia) will be 
evaluated positively for employer attractiveness 
H5b: Organisation factors of the companies from a developed country (Australia) will be 
evaluated positively for employer attractiveness 
H5c: Job factors of the companies from a developing country (India) will be evaluated 
negatively for employer attractiveness 
H5d: Organisation factors of the companies from a developing country (India) will be 
evaluated negatively for employer attractiveness 
Indirect effects 
H6a: Jobseeker ethnocentrism will influence the evaluation of country image and this in 
turn will impact the evaluation of employer attractiveness 
H7a: High country image will compensate for low industry expertise (Australia) and this 
will lead to positive evaluation of employer attractiveness 
H7b: High industry expertise of a country will compensate for low country image (India) 
and this will subsequently lead to favourable employer attractiveness 
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Indirect effects continued 
H8a: Job factors of the companies from a developed country (Australia) will be 
evaluated positively based on its high country image and this in turn will lead to positive 
evaluation of employer attractiveness 
H8b: Organisation factors of the companies from a developed country (Australia) will be 
evaluated positively based on its high country image and this in turn will lead to positive 
evaluation of employer attractiveness.   
H8c: Job factors of the companies from a developing country (India) will be evaluated 
negatively based on the country’s low image and this will subsequently lead to negative 
evaluation of employer attractiveness 
H8d: Organisation factors of the companies from a developing country (India) will be 
evaluated negatively based on the country’s low image and this will subsequently lead 
to negative evaluation of employer attractiveness 
 
5.9 Statistical Techniques Used for Data Analysis 
To subject the data to statistical analysis, the IBM SPSS 19.0 package was 
used. The data was analysed using multiple statistical techniques based on the 
nature of the variables (for example, nominal, scale, ordinal) and the objective 
of the tests (for example, testing relationships, differences and variances). The 
hypothesis illustrated in Table 5.3 outlines the three main effects – direct 
effects, indirect effects and interaction effects – which were tested. Statistical 
techniques were chosen based on their appropriateness and reliability for 
testing these different effects. Consideration was also given to the techniques 
frequently used in previous studies. As illustrated in Table 2.2, most of the 
studies in cross-national settings have used independent samples t tests, 
analysis of variance (ANOVA), multivariate analysis of variance (MANOVA) and 
regressions. The following section discusses the rationale for using them in this 
study. The statistical details, tests and assumptions are discussed in Chapter 6.  
5.9.1 Independent Samples t Tests 
Independent samples t tests are widely used as they are useful in examining 
the mean differences between two independent samples (Allen & Bennett 
2010). These tests are used to understand whether the mean ratings of the 
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constructs evaluated by two or more independent samples are significantly 
different. The null hypothesis in t tests assumes that the mean difference 
between the two samples is equal, whereas the alternative hypothesis assumes 
that the mean difference between the samples is not equal, as presented below.   
H0: M1=M2 
H1: M1≠ M2 
Based on the significant level of alpha (α) set by the researcher, it can be 
determined whether the t test is significant for the difference between the two 
samples. The widely accepted level of α is ≤ 0.05, to reject the null hypothesis 
(Tabachnick & Fidell 2007). Following the significance tests, the researcher can 
evaluate the differences between the means to conclude the amount of 
difference between the two samples. Before performing t tests, some 
assumptions need to be verified to ensure reliability of the results. These 
assumptions are discussed and verified in Chapter 6 before presenting the 
results of the t tests. Since the samples used in this study were independent of 
each other, the t tests are used: (a) to confirm the alternative hypotheses by 
conducting the significant tests on each construct to determine whether these 
constructs are evaluated differently by Australian and Indian respondents, and 
(b) to examine the amount of mean differences reported by the respondents in 
the two countries on each construct tested in the study. Independent samples t 
tests are used for preliminary analysis to explore the constructs and their 
evaluations across the samples.  
5.9.2 ANOVA and MANOVA 
Theoretically, the analysis of variance is an extension of t tests because the 
ANOVA also tests the mean differences of variables. The key difference 
between these two tests is that in addition to testing mean differences, the 
ANOVA allows the testing of interaction effects among the categorical variables. 
Further, the ANOVA tests are advantageous because they are able to analyse 
several independent variables on a single dependent variable. When more than 
one dependent variable needs to be analysed, the multivariate analysis of 
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variance can be used. MANOVA is merely an extension of ANOVA which allows 
the testing of multiple independent and dependent variables at the same time. 
Further, these two tests are effective in testing factorial experimental designs 
with multiple treatments (Hair et al. 2010; Tabachnick & Fidell 2007). Interaction 
refers to the join effect of two or more treatments that arise from the mean 
differences between two samples, indicating that one treatment depends on the 
values of another treatment. Similar to the t tests, the null hypothesis in ANOVA 
and MANOVA assumes that the means of two groups are equal and the 
interaction between two or more variables is not significant at α level set by the 
researcher. On the other hand, the alternative hypothesis is supported when the 
mean differences are significant and interaction between the variables is also 
significant at α level. Further, the interaction between the variables can also be 
determined visually through interaction graphs. The general rule of thumb 
suggests the α ≤ 0.05 to determine between the null and alternative hypothesis 
(Hair et al. 2010). For the purpose of this study, ANOVA and MANOVA were 
used for the interaction between the CoO of an employer and the location of a 
job as derived from the matrix in Fig. 5.1. These tests are considered useful and 
reliable because the objective is to determine the effects of interactions based 
on the treatments of the 2x2x2 factorial design illustrated in Fig. 1. The 
assumptions of ANOVA and MANOVA are discussed and verified in the 
Chapter 6 before the results of these tests are reported. 
5.9.3 Regressions 
Regression analysis is a form of general linear modelling which is used to 
examine the relationship between a single variable or multiple independent 
variables on a dependent variable. Regression analysis can be used in almost 
any dependency relationship where the researcher aims to examine the 
predictability of an independent variable on a dependent variable (Hair et al. 
2010). Researchers are generally interested in seeing if the amount of variability 
on a dependent variable is explained by the independent variable(s). Thus, the 
objective is to increase the predictive power of the independent variables on the 
outcome variable. Regressions are also used for comparing two or more sets of 
independent variables to ascertain the predictive power of each variate (Hair et 
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al. 2010). Simple or multiple regressions as appropriate are thus commonly 
used to test the relationship between a single independent variable or multiple 
independent variables and a dependent variable. In addition to measuring the 
predictor power, the regressions are also useful in determining the nature of the 
relationship between the variables. Since the objective of this thesis is to 
examine the determinants of employer attractiveness, the regressions are 
considered appropriate and reliable technique. Regressions are used in this 
thesis to help determine the predictive power of each of the independent 
variables of country image, industry expertise, jobseeker ethnocentrism, and job 
and organisation factors on the dependent variable, employer attractiveness. 
The direct effects, as hypothesised in Table 5.2, are expected to be linear in 
nature and thus simple, and multiple regressions are used to test these 
hypotheses. The indirect effects, on the other hand, aim to test mediating 
effects among the variables. Thus, for the purpose of testing mediating 
variables, hierarchical regressions are performed. Hierarchical regressions 
allow the researcher to include variables in the analysis. The assumptions 
related to regressions and hierarchical regressions are discussed and verified in 
Chapter 6.  
5.10 Ethical Issues 
Research involving the study of human attitudes and behaviour is usually 
subjected to ethical issues. These ethical issues must be managed and 
addressed to ensure that the research meets ethical requirements and the 
respondents participating in the study are not subjected to any unethical 
actions. This study conforms to the ethics guidelines set by RMIT University, 
Australia. The guidelines are informed by the Australian Government 
Department of National Health and Medical Research Council (NH&MRC) on 
Ethical Conduct in Research involving Humans. The following measures were 
taken to conform to the ethics guidelines: 
• Any personal information, such as name, address, contact details 
that could identify the respondents, will not be collected. 
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• A Plain Language English Statement was attached to each 
questionnaire explaining the purpose of the study, voluntary 
participation, respondents’ obligation, risks or disadvantages and 
benefits associated with participation in the study. 
• The findings of the study will be reported in academic journals and 
the thesis. However, the results will be aggregated and respondents 
will not be identified. Further, the information requested is of a non-
personal nature. 
• Respondents will be able to contact superior authorities if they are 
unduly concerned about their responses to the questionnaire items.  
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CHAPTER 6: DATA ANALYSIS 
6.1 Introduction 
The conceptual model presented in Chapter 3 identified country image, industry 
expertise, jobseeker ethnocentrism, job and organisation factors and employer 
attractiveness as the key constructs of this investigation. The data analysis 
techniques along with the rationale for using them were discussed in Chapter 5. 
The data analysis performed to test the hypothesised relationships among the 
variables of the conceptual model is discussed in this chapter. Data analysis 
was broken down into four stages: 
Stage 1: The demographic characteristics C of the samples from 
Australia and India were compared and reliability tests were undertaken 
for all the measurements used in the questionnaire. 
Stage 2: The mean difference across the two samples and the 
interactions among variables were tested using independent samples t 
tests, ANOVA and MANOVA.  
Stage 3: Simple and multiple regressions were used to test the direct 
relationships between the hypothesised variables. 
Stage 4: Hierarchical regressions were used to inspect indirect 
relationships through mediations as hypothesised in the conceptual 
model. Finally, the summary of the hypothesis was tested.  
The results drawn from the findings of the tests are discussed in the conclusion 
of this chapter. 
6.2 Preliminary Data Analysis 
A preliminary data analysis is performed to ‘get the feel’ of the data on the 
characteristics of the sample, to do a reliability analysis of the measurements 
and to test the mean differences of each construct measured across the two 
samples. Section 6.2 discusses the characteristics of the samples, then reports 
134 
on the reliability analysis of the measurements using Cronbach’s alpha, and the 
test on mean differences using independent samples t tests, ANOVA and 
MANOVA. 
6.2.1  Characteristics of the Samples 
Characteristics of samples include exploring the distributions of respondents’ 
gender, age, nationality and the amount of work experience in the IT industry. 
This basic analysis is important to identify whether there are any major 
differences in the two sample sets. Table 6.1 describes the characteristics of 
the samples from Australia and India. A combined total of 334 respondents from 
Australia and India were included in the data analysis and hypotheses testing. 
The percentage of the male population is higher in both samples and the 
percentage of the female population is higher in the Indian than the Australian 
sample. Most of the respondents in the two samples are in the age group of 22-
25 and the majority is in the age group of 18-21. 
Table 6.1: Characteristics of the Australian and Indian samples 
 
Characteristics Australia India Total Sample 
Nationality 178 156 334 
By percentage 
Gender 
   
a. Male 74.6 65.4 70.3 
b. Female 25.4 34.6 29.7 
Age 
   
a.18-21 15.3 25.0 19.8 
b. 22-25 65.5 74.4 69.7 
c. 26-30 16.4 0.6 9.0 
d. 31-40 2.8 0.0 1.5 
e. 41 and above 0.0 0.0 0.0 
Work Experience in IT 
   
a. Yes 16.1 3.2 10.0 
b. No 83.9 96.8 90.0 
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Amount of work experience 
(in years) 
   
1 36.0 25.0 41.4 
2 24.0 50.0 24.1 
3 12.0 25.0 10.3 
4 16.0 0.0 13.8 
5 and above 12.0 0.0 10.3 
 
The number of respondents above the age of 31 is less than those below the 
age of 31 in the two samples. This was anticipated as most students tend to 
complete their first degrees after a few years’ break or straight after their 
schooling. The Indian sample has no respondents above the age of 31. One 
possible reason for this may be that the Indian education system provides less 
flexibility to students when it comes to taking few years off from education.  
A small percentage of the respondents indicated having had work experience in 
the IT industry. In this minority, the Australian sample has a higher number of 
respondents with work experience than the Indian sample. The average amount 
of the respondents’ work experience is one and a half years. Overall, the 
samples from Australia and India are comparable in terms of respondents’ age, 
gender and work experience. This similarity sets the basis for further analysis 
since the two samples are comparable on their basic characteristics.  
6.2.2 Reliability Analysis of the Measurements 
The next step in the preliminary analysis is to ensure that all the measurements 
used in the investigation are reliable. As discussed in Chapter 3, five constructs 
are used in this study. To ensure that the findings of the study are reliable, it is 
important to perform a reliability analysis of the measurements of each of these 
five constructs. Measuring the reliability of instruments is one of the first steps in 
assessing the quality of measurements (Churchill 1979). Reliability analysis 
ensures that the measurement items perform well in capturing the constructs. 
Reliability measure is the degree to which the observed items measure the 
‘true’ value and are ‘error free’ (Hair et al. 2010, p. 8). In essence, reliable 
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measures show greater consistency than less reliable measures. Cronbach’s 
alpha is the most widely used measure of reliability for internal consistency. It is 
employed to evaluate the extent to which a set of questionnaire items tapping a 
single underlying construct covary. For this study, the reliability module of IBM 
SPSS 19.0 is used to confirm the value of coefficient alpha. The generally 
agreed upon lower limit for Cronbach’s alpha is .70 (Hair et al. 2010). Since this 
investigation is based in a cross-national setting, the analysis of the reliability of 
measurements is performed for the data from both the countries. Table 6.2 
describes the coefficient alpha of each measurement used in both Australia and 
India.  
Table 6.2: Reliability of measures in Australia and India 





Employer attractiveness 0.951 0.927 
I find this job very attractive.   
I would recommend this job to family and friends.   
I would exert a great deal of effort to get this job   
Awareness and knowledge of IT industry 0.919 0.888 
I am aware of major employers in the IT industry.   
I am aware of countries that are known for their 
expertise in IT. 
  
I keep up with news and current events related to IT 
industry. 
  
IT industry expertise  0.933 0.913 
This country is well known for its IT industry.   
IT companies from this country are known to be 
world class. 
  
This country is known for its highly skilled IT 
workforce. 
  










Country image 0.912 0.899 
This country has a highly developed economy.   
This country has a high level of industrialisation.   
This country has a high level of technological 
research. 
  
This country has a high standard of living.   
This country has a stable economic environment.   
This country has a welfare system.   
This country has high labour costs.   
This country has civilian non-military government.   
This country has a free-market system.   
This is a democratic country.   
This country is a producer of high quality products.   
This country has high literacy rates.   
Job factors 0.831 0.929 
Companies of this country pay good salaries.   
Companies of this country offer job security.   
Companies of this country offer good fringe benefits.   
Companies of this country give prestigious job title.   
Companies of this country offer good career paths.   
Organisation factors 0.876 0.933 
Companies of this country have competent and 
sociable co-workers.   
Companies of this country have training programs 
available.   
Companies of this country have jobs that fit with my 
lifestyle.   
Companies of this country have boss I can work 
with.   
Companies of this country have good reputation.   
Companies of this country are appropriately sized.   
Companies of this country provide pleasant work 
environment.   
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Measurement Cronbach's Alpha 
Australia India 
Jobseeker ethnocentrism 0.964 0.945 
When evaluating companies for employment I 
always check whether they are Australian (Indian) 
or not. 
  
I will feel more comfortable working for an Australian 
(Indian) company than a foreign company.   
I would feel out of place if I were to work for a 
foreign company.   
Australian (Indian) companies provide the best 
working environment.   
I can expect higher ethical standards from an 
Australian (Indian) company than a foreign 
company.   
Working for an Australian (Indian) company is 
morally the 'right thing to do'.   
I would work for an Australian (Indian) company 
even if it offers slightly less salary than a foreign 
company.   
I would prefer my boss be an Australian (Indian).   
I am wary of Australians (Indians) who choose to 
work for foreign companies. 
  
We should work for an Australian (Indian) company 
because any innovation we do at work contributes 
to the Australian (Indian) community. 
  
My friends would not think highly of me if I worked 
for a foreign company. 
  
We should only take up employment with a foreign 
company as a last resort. 
  
When seeking a job Australians (Indians) should 
give preference to local employers. 
  
 
As can be seen in Table 6.2, the reliability of all the measurements used in this 
thesis is above 0.70, which is the general rule of thumb for measures to be 
considered reliable. In Australia, the measurements show a reliability ranging 
from 0.831 to 0.964 and in India the coefficient alphas range from 0.888 to 
0.945. This suggests that all the measurement items show high reliability for the 
constructs examined in this study. There are some commonalities in the 
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patterns of reliability of measures across the two samples. For example, the 
most reliable measurement in Australia and India is jobseeker ethnocentrism 
with a coefficient alpha of 0.964 and 0.945, respectively. The second most 
consistent measure across both the samples is employer attractiveness with an 
Australian sample coefficient alpha of 0.951 and an Indian sample with 0.927. 
Similarly, IT industry expertise of countries for Australia and India measures 
reliability of 0.933 and 0.913, respectively. This pattern of commonalities differs 
slightly for the measures on awareness and knowledge of the IT industry, where 
the Australian measurement coefficient alpha is 0.191 and the Indian is 0.888. 
Nevertheless, based on the general rule of thumb, all the measures in this study 
are considered reliable for further analysis. 
6.2.3 Testing the Mean Differences  
Independent samples t tests are used in this study to test the mean differences 
between the two independent samples from Australia and India. The evaluation 
of all the independent constructs including country image, industry expertise, 
job and organisation factors and jobseeker ethnocentrism is subjected to t test 
to identify means differences evaluation of these constructs in the two samples. 
However, before applying the test, the following four assumptions underlying 
the test are verified. On the occasions when one or more assumptions are 
violated, the alternative tests are performed, as suggested by the authorities in 
the field (Allen & Bennett 2010; Hair et al. 2010; Tabachnick & Fidell 2007). The 
following assumptions are verified prior to conducting t tests:  
• Scale of measurement: The dependent variable should be interval or 
ratio data. 
• Independence: Each respondent should participate only once in the 
research, and should not influence the participation of other 
respondents. 
• Normality: Each group of scores should be approximately normally 
distributed. 
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• Homogeneity of variance: There should be an approximately equal 
amount of variability in each set of scores.  
6.2.3.1   Evaluation of Country Image 
The first test relates to the evaluation of the image of a country. As discussed in 
the methodology chapter, country image is measured on Martin and Eroglu’s 
(1993) scale, which comprises three dimensions: economic, political and 
technological advancement of a country. Items pertaining to each of the 
dimensions were captured on a 7-point Likert scale with ‘strongly disagree’ and 
‘strongly agree’ anchors. Literature in marketing has shown that the country 
image of developed economies is rated higher and the country image of 
developing countries is rated lower (Batra et al. 2000). Based on these findings, 
the first hypothesis of this thesis tests whether jobseekers are similar to 
consumers in evaluating the country image of developed and developing 
economies differently.  
Country image of Australia 
The country image of Australia was evaluated by Australian (n=178) and Indian 
(n=156) nationals. Neither of the Shapiro-Wilk statistics was significant, 
indicating that the assumptions of normality were not violated. Leven’s test was 
found significant, thus equal variance was not assumed and as an alternative 
Welch’s test was used. The Welch’s t test was statistically significant, with the 
Australian group reporting the country image of Australia higher than the Indian 
group (MAustralia= 5.73, SDAustralia = 0.65, MIndia= 5.42, SDIndia= 1.16), t (332) = 
3.101, p <0.05, two tailed, d= 0.93. The results indicate that there is a significant 
difference between the two samples in the evaluation of the country image of 
Australia. 
Country image of India 
An independent samples t test was used to test H1b. Neither of the Shapiro-
Wilk statistics was significant, indicating that the assumption of normality was 
not violated. Leven’s test was also non-significant, thus equal variance can be 
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assumed. The t test was statistically significant, with the Australian group 
reporting the country image of India lower than the Indian group (MAustralia= 2.98, 
SDAustralia = 1.12, MIndia= 4.39, SDIndia = 1.14), t (330) = -11.27, p <0.001, two 
tailed, d= 1.23. The results show that there is a significant difference between 
the two samples in their evaluation of the country image of India. The overall 
findings of the t tests on the country image of both the countries indicate that 
the country image of Australia is rated higher than the country image of India 
across the two samples.  
6.2.3.2   Evaluation of Industry Expertise in IT  
The second test refers to how Australia and India are evaluated on their IT 
industries. The results of the pilot study described in Chapter 4 suggested that 
India is rated higher than Australia on IT industry expertise. A scale developed 
in the pilot study is used to validate the findings in this main study by using two 
new samples to test whether India is rated higher than Australia in IT industry 
expertise by jobseekers.  
Industry expertise of Australia in IT 
An independent samples t test was performed to investigate the perceptions of 
the Australian (n=177) and Indian (n=156) samples on the state of Australia’s 
expertise in the IT industry. Neither of the Shapiro-Wilk statistics was significant, 
indicating that the assumption of normality was not violated. Leven’s test was 
also non-significant, thus equal variance can be assumed. The t test was 
statistically not significant in the evaluation of Australia’s expertise in the IT 
industry (MAustralia = 3.81, SDAustralia =1.32, MIndia= 3.83, SDIndia= 1.26), t (332) 
= .002, p = 0.853, two tailed, d= 0.015. The results indicate that jobseekers 
across the two samples do not evaluate Australian industry expertise in IT 
differently.  
Industry expertise of India in IT 
A similar t test was performed for India. Leven’s test was found significant, thus 
equal variance was not assumed and as an alternative Welch’s test was used. 
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The Welch’s t test was statistically significant for India’s expertise in the IT 
industry across the two samples (MAustralia = 4.84, SDAustralia =1.68, MIndia= 6.14, 
SDIndia= 1.05), t (333) = 68.57, p <0.001, d= 0.90. According to the conventions 
offered by Cohen (1988), an effect size of d = .80 is large. The results indicate 
that Indian industry expertise in IT is evaluated differently by the two samples. 
Further, the effect size of the t test suggests that the difference between the 
perceptions of the industry expertise of the two countries is not only significant 
but large in the perceptions of jobseekers. Overall, the findings of the above t 
tests on industry expertise indicate that India is rated higher in industry 
expertise in IT than Australia across the two samples. This confirms the findings 
of the pilot study and the marketing literature, both of which suggest that 
product country images (referred to as industry expertise here) is rated higher 
irrespective of the economic development of the country when a country has 
gained a competitive advantage in a specific field (Papadopoulos & Heslop 
2003).   
6.2.3.3   Evaluation of Job and Organisation Factors  
The next tests relate to the evaluation of job and organisation factors based on 
the country of origin (CoO) of an employer. It is important to emphasise again 
that CoO and country image (CI) are two different variables in this thesis. 
Country image, as discussed in section 6.2.1, is measured on three dimensions 
of a country whereas CoO merely depicts the origin of an employer, for 
example, an Australian or Indian employer. Further, job and organisation are 
two separate variables measured on a 7-point Likert scale; however, for the 
sake of simplicity and consistency with the conceptual model, these two 
variables are tested and discussed in the same section below. Job factors are 
salaries, fringe benefits, job title, job security and career path. Organisation 
factors are reputation and size of the organisation, sociable boss and co-
workers, advancement opportunities and availability of training programs. The 
tests in this section refer to the CoO of an employer and its influence on the 
evaluation of job and organisation factors. Consumer research literature 
suggests that products and their cues are evaluated based on the CoO of a 
manufacturer. Cues such as brand, quality, or performance of the products from 
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developed economies are evaluated higher than cues of the products from 
developing countries. As discussed earlier in Chapter 3, one of the aims of this 
thesis is to advocate that there is parallel between how consumers evaluate 
products based on cues and how jobseekers evaluate employers based on 
cues such as salaries, fringe benefits and advancement opportunities. It is 
expected that employer cues will be evaluated higher for employers from 
developed economies than employers from developing economies. The CoO 
effect is expected to be manifested when employer cues are evaluated based 
on the economic development of the CoO of an employer.  
Job factors for Australian companies 
Independent samples t tests for the job factors of Australian companies were 
performed. Leven’s test was found significant, thus equal variance was not 
assumed and as an alternative Welch’s test was used. The Welch’s t test was 
statistically significant across the two samples for Australian employers (MAustralia 
= 5.45, SDAustralia =.65, MIndia= 5.06, SDIndia= 1.25), t (332) = 13.27, p <0.05, d= 
1.30. The results indicate that the job factors of Australian companies are 
perceived differently by the two samples.  
Job factors for Indian companies 
Similar t tests were performed for the Indian companies (MAustralia = 2.74, 
SDAustralia =1.24, MIndia= 4.30, SDIndia= 1.45), t (331) = 111.13, p <0.001, d= 1.15. 
The results show that the job factors of Indian companies are evaluated 
significantly differently in the two samples. Based on Cohen’s (1988) 
recommendation, the effect of this difference is large. The outcome of the t test 
suggests that job factors for employers from both the countries are evaluated 
significantly differently. Australian jobseekers evaluate the job factors of 
Australian companies higher than those of Indian companies. On the other 
hand, Indian jobseekers evaluate the job factors of Indian companies higher 
than the Australian jobseekers. However, the overall mean difference indicates 
that Australian companies are evaluated slightly higher on their job factors than 
Indian companies.  
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Organisation factors of Australian companies 
A similar t test was conducted to examine whether organisation factors are 
evaluated based on the CoO of an employer. Leven’s test was found to be 
significant and thus Welsch’s t test was used .Welch’s t test was found 
significant for organisation factors for Australian employers (MAustralia = 5.52, 
SDAustralia =.63, MIndia= 5.00, SDIndia= 1.31), t (331) = 22.16, p <0.001, d= 0.52. 
The results suggest that the organisation factors of Australia companies are 
evaluated significantly differently in the two samples. The effect size of this 
difference is moderate.  
Organisation factors of Indian companies  
For Indian employers, neither of the Shapiro-Wilk statistics was significant, 
indicating that the assumption of normality was not violated. Leven’s test was 
also non-significant, thus equal variance can be assumed. Findings of the t test 
suggest that organisation factors for Indian employers were also significant 
(MAustralia = 2.94, SDAustralia =3.37, MIndia= 5.05, SDIndia= 1.32), t (331) = 1.99, p 
<0.001, d=1.57. A similar pattern to job factors is evident in organisation factors, 
where Australian jobseekers evaluated the organisation factors of Australian 
employers higher than those of Indian employers, whereas Indian jobseekers 
evaluated the organisation factors of Indian employers higher than those of 
Australian employers. The overall mean difference suggests that the 
organisation factors of Australian employers are evaluated higher in both 
samples. These findings suggest that jobseekers are similar to consumers in 
tending to rate the job and organisations cues of an employer from a developed 
economy higher than those of an employer from a developing economy. 
Interestingly, jobseekers from developing countries tend to evaluate local 
employers higher than foreign employers from a developed economy in regard 
to job and organisation factors.  
6.2.3.4   Jobseeker Ethnocentrism  
The t test on jobseeker ethnocentrism pertains to the differences in the 
ethnocentric tendencies of jobseekers in the two countries. As discussed in 
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Chapter 4 on the pilot study, jobseeker ethnocentrism is a construct introduced 
by this thesis and a scale has been developed to measure this construct. This 
scale is used in this main study for validation purposes, using a new sample set 
to measure differences in the ethnocentric tendencies of jobseekers in Australia 
and India. The findings in marketing research suggest that consumers in 
developed economies tend to have higher ethnocentric tendencies than 
consumers in the developing economies (Balabanis & Diamantopoulos 2004; 
Wang, CL & Chen 2004). Studies in HRM suggest that companies from 
developed economies show higher ethnocentric tendencies in management 
policies, staffing and expatriation than companies from developing economies 
(Hsu & Leat 2000; Wang, CYP, Jaw & Huang 2008). Based on these findings, it 
is expected that jobseekers in a developed economy will show higher 
ethnocentric tendencies than jobseekers in a developing economy.  
An independent samples t test was performed to investigate the ethnocentric 
tendencies of the Australian (n=178) and Indian (n=156) samples. Leven’s test 
was not found significant, thus equal variance can be assumed. The 
independent samples t test was not statistically significant for jobseeker 
ethnocentrism in the two samples. (MAustralia = 3.25, SDAustralia =1.51, MIndia= 
3.51, SDIndia= 1.51), t (332) = .010, p= .112. The mean difference between the 
two samples is very small and the t test is not significant, indicating that both the 
samples show similar levels of ethnocentrism. 
To summarise the overall findings of the independent samples t tests, it appears 
that that the samples used in this thesis are non-ethnocentric in their evaluation 
of local and foreign employers. However, the country images of Australia and 
India were rated differently by the two samples. The country image of Australia 
was rated higher than that of India in the two samples. This was expected as 
Australia is a developed economy with better standards of living. While the 
country image was rated higher, the industry expertise of Australia in IT was 
rated lower than that of India. This was also expected because India was rated 
higher in IT industry expertise in the pilot study. On the other hand, Australian 
companies were evaluated higher on their job and organisation factors than 
Indian companies.  
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After examining the mean differences of each of the variables in the conceptual 
model, the next task was to test the mean differences of two or more variables 
combined. Further, other variables of the study such as the nationality of the 
respondent, the location of the job and the CoO of an employer, which could not 
be tested through t tests because of the categorical nature of these variables, 
were tested with the help of ANOVA. The assumptions for performing ANOVA 
tests are similar to those for independent t tests, as reviewed in the previous 
section. This is mainly because both techniques are essentially the same as 
they provide mean differences across the different sample groups. ANOVA, in 
addition to testing mean difference, allows the analysis of categorical variables 
and their interaction effects.  
6.3 Interaction Effects  
In Chapter 5, a 2 (nationality) x 2 (CoO of employer) x 2 (location of job) 
factorial design was discussed. Four possible scenarios were developed with 
two CoO of employers and two locations of job. Respondents in Australia and 
India were randomly given one of the four scenarios as a job advertisement 
where the independent variables (CoO of employer and location of job) were 
manipulated with everything else remaining the same.  




Based on the review of the marketing and HRM literature, it was expected that 
Australia as the CoO of the employer and the location of the job would be given 
first preference, and India as the CoO of the employer and the location of the 
job would be given the lowest preference. However, the preference for the 
cross-combinations – an Australian employer with the location of the job in India 
and an Indian employer with the location of the job in Australia – were unclear. 
Thus they were assumed to be the second and third preferences, respectively. 
Table 6.3 describes the mean and standard deviations of the four quadrants by 
two nationalities.  
Table 6.3: Mean and standard deviations of four quadrants 
by two nationalities 
 
Nationality CoO of Employer 
Location of 
Job Mean SD 
Australia 
Australia Australia 4.63 1.71 
  India 3.17 1.63 
India Australia 3.88 1.87 
  India 2.97 1.82 
India 
Australia Australia 5.04 1.52 
  India 4.68 1.71 
India Australia 5.34 1.28 
  India 5.23 1.49 
 
As can be seen in Table 6.2, for Australia respondents, an Australian employer 
operating in Australia is the most desired situation. Followed by this is an Indian 
employer operating in Australia, the third preference is an Australian employer 
operating in India, and the last preference is an Indian employer operating in 
India. For Indian respondents, an Indian employer operating in Australia is the 
most desired scenario, the second preference is given to an Indian employer 
operating in India, the third preference is an Australian employer operating in 
Australia, and the last preference is an Australian employer operating in India. 
Overall the findings suggest that jobseekers from both countries put a high 
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emphasis on the CoO of an employer and the location of a job. However this 
emphasis does not apply uniformly across the CoO and location factors, 
suggesting an interaction between these factors. To test this further, the 
interaction between three variables – nationality of respondents, CoO of an 
employer and location of the job – was examined. 
H1a: Nationality of the jobseekers will interact with the CoO of an 
employer. 
H1b: Nationality of the jobseekers will interact with location of job. 
H1c: CoO of employer will interact with location of job. 
In order to test the significant interactions in the quasi-experimental design, a 
factorial between group analysis of variance was used to compare the 
preferences of Australian and Indian jobseekers for the CoO of an employer 
and the location of a job. Shapiro-Wilk and Leven’s tests were found to be 
significant but when the cell sizes are approximately equal, ANOVA is not 
sensitive to violations of the equal variance (Allen & Bennett 2010). In this case, 
the cell sizes are above 40, which is considered an acceptable size per cell 
(Allen & Bennett 2010). There is a significant interaction between the nationality 
of the respondent and the CoO of an employer, F (1, 326) = 16.75, p = .014, 
with jobseekers from India (M= 5.06, SD= 1.52) rating the CoO of an employer 
much higher than those from Australia (M= 3.66, SD= 1.87). Partial eta-
squared η2 for this effect was .018. This finding confirms H1a. The main effect 
of nationality on location of job was also statistically significant, F (1, 326) = 
6.751, p = .010, partial η2 = .020, with jobseekers from Australia (M= 4.67, 
SD=1.71) rating location of job higher than those from India (M=3.95, SD= 
1.92). This finding supports H1b. The main effect of the CoO of an employer on 
location of job was not statistically significant, F (1, 326) = 1.179, p = .278, 
partial η2= .278, suggesting that hypothesis H1c is unsupported.  
The above findings suggest that the CoO of an employer and the location of a 
job are important in employer attractiveness. These two variables are given 
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varying levels of preferences by jobseekers from Australia and India. Indian 
jobseekers give an Indian employer operating in Australia the highest 
preference. This may not be surprising for three reasons: (1) Indian jobseekers 
may be well aware of the number of Indian IT multinationals that provide work 
experience and employment value propositions at global standards in foreign 
countries, (2) jobseekers in India may have subconsciously evaluated the 
industry expertise of Indian IT companies and this could have had a subsequent 
effect on their evaluation of Indian companies, and (3) Australia as the location 
of a job might be evaluated higher because of being a developed economy with 
higher standards of living than India. On the other hand, Australian jobseekers 
rated an Australian company in Australia as the most desired scenario. This 
outcome was expected to a certain extent because Australian jobseekers may 
have evaluated working in Australia as the better option because of the higher 
living standards and their familiarity with Australian culture. Overall, the analysis 
of the data reveals that Indian jobseekers evaluate the CoO of an employer as 
being much more important than Australian respondents do. Thus, for Indian 
jobseekers, employer attractiveness may increase or decrease based on the 
CoO of an employer. On the other hand, Australian jobseekers give the location 
of a job higher importance than the CoO of an employer in evaluating employer 
attractiveness.  
6.3.1 Country Image and Job and Organisation Factors 
Following the ANOVA test, the next task was to measure the mean difference of 
multiple dependent variables. MANOVA is a generalisation of ANOVA to a 
situation in which there is more than one dependent variable (Hair et al. 2010). 
MANOVA emphasises the mean differences and statistical significance of 
difference among groups. Further, it tests whether mean differences among 
groups on a combination of dependent variables are likely to have occurred by 
chance (Tabachnick & Fidell 2007). In the present investigation, MANOVA was 
applied to understand the effect of mean differences on country image and job 
and organisation factors. Since the objective is to understand the effect of 
country image on two dependent variables – job and organisation factors – the 
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MANOVA test was considered appropriate. Before performing MANOVA tests, 
the following assumptions are required to be met (Allen & Bennett 2010). 
1. Independence: Each participant should participate only once in the 
research, and should not influence the participation of others. 
2. Cell sizes: The number of cases in each cell must be greater than the 
number of independent variables. If cell sizes are greater than 30, 
then the MANOVA is fairly robust against violations of normality and 
equality of variance. 
3. Normality: There should be both univariate and multivariate normality 
of distributions. 
4. Multicollinearity: Multicollinearity refers to high correlations between 
dependent variables, and can make interpretations of MANOVA 
results extremely difficult. 
5. Linearity: There should be a linear relationship between the 
dependent variables. 
6. Homogeneity of variance-covariance matrices: This assumption is 
similar to the homogeneity of variance in independent t tests 
mentioned previously.   
Assumptions 1 and 2 are methodological, so they were addressed during the 
research design of the study. The survey respondents participated only once 
and were independent of each other. The cell sizes of each cell are above 40 
participants to ensure that MANOVA tests are not affected in the case when the 
normality and equality of the variance assumptions are violated. The remaining 
assumptions can be tested using other statistics as discussed below. The next 
set of hypotheses that are tested through MANOVA relates to the country image 
and its effects on the evaluation of a job and organisation factors. Using 
independent t tests, as reported in section 6.2.3.3, it was found that the country 
of origin (as a categorical variable, for example, Australian employer or Indian 
employer) influences the evaluation of job and organisation factors. Overall, the 
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job and organisation factors of Australian employers were evaluated higher than 
those of Indian employers in both samples. In this section, the country image 
(as a continuous variable) is expected to explain the variance in evaluation of 
job and organisation factors.  
Country image of Australia and job and organisation factors of Australian 
companies 
MANOVA was used to examine the country image effect on tangible and 
intangible job and organisation factors in the two sample (N=332). The findings 
of the analysis were that there was a significant effect of the country image of 
Australia on the job and organisation factors (combined dependent variables) of 
Australian companies, F (48, 284) = 4.39, p <0.001, partial η2 = .427. Analysis 
of the dependent variables individually showed that the country image effect of 
Australia was significant for job factors, F (48, 284) = 7.26, p <0.001, partial η2 
= .551 and organisation factors, F (48, 284) = 6.21, p <0.001, partial η2 = .512. 
These findings suggest that the image of a country explains the evaluation of 
job and organisation factors for employer attractiveness.  
Country image of India and job and organisation factors of Indian 
companies  
Findings of the MANOVA test were that there was a significant effect of the 
country image of India on the job and organisation factors (combined dependent 
variables) of Indian companies, F (68, 263) = 3.409, p <0.001, partial η2 = .469. 
Analysis of the dependent variables individually showed that the country image 
effect of India was significant for job factors, F (48, 284) = 5.88, p <0.001, partial 
η2 = .603, and organisation factors, F (48, 284) = 5.84, p <0.001, partial 
η2 = .602. Surprisingly, the country image of India was also evaluated positively 
for job and organisation factors in the two samples. The findings of the above 
two tests suggest that although country image affects the evaluation of job and 
organisation factors, there may be elements beyond the economic development 
of a country that influence jobseekers’ evaluation of country image for employer 
attractiveness.  
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To summarise the findings of ANOVA and MANOVA, it appears that the 
nationality of the respondents interacted significantly with the CoO of an 
employer and the location of the job. Although the interaction is significant 
across the two samples, respondents showed different preferences, with 
Australian jobseekers giving higher preference to the location of the job and 
Indian jobseekers giving higher preference to the CoO of the employer. Next, 
MANOVA was used to test the effect of country image on the evaluation of job 
and organisation factors of Australian and Indian companies. It was expected 
that the job and organisation factors of Australian companies would be 
evaluated higher than those of Indian companies due to the different levels of 
economic development of the two countries. However, this was not the case; 
the country images of both Australia and India significantly affected the 
evaluation of the job and organisation factors. It appears that, unlike 
consumers, jobseekers evaluate country image beyond the discourse of 
economic development. Nevertheless, the MANOVA test indicated that country 
image indeed influenced the evaluation of job and organisation factors. Based 
on the findings of the preliminary analysis and mean differences of the samples, 
the discussion now moves to test hypotheses of the conceptual model.  
6.4 Direct Effects 
Following the reliability analysis of the measurements tests of mean differences, 
the discussion now moves to the testing of the hypotheses. Based on the 
review of the literature, the conceptual model and variables at hand, eight 
hypotheses were developed, as presented in Table 5.10. These hypotheses 
were tested across the two samples from Australia and India. The hypothesised 
direct and indirect effects in the conceptual model were tested using multiple 
and hierarchical regressions. Multiple regressions analysis is a technique that 
can be used to analyse the relationship between a single dependent variable 
and multiple independent variables. The objective of multiple regression 
analysis is to use the independent variables whose values are known to predict 
the single dependent value selected by the researcher (Hair et al. 2010). For 
the purpose of this research, multiple regressions were used to understand the 
relationships among the variables as hypothesised in the conceptual model. 
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The key constructs of the conceptual model – country image, industry expertise, 
jobseeker ethnocentrism, job and organisation factors and employer 
attractiveness – were tested for the sample groups from Australia and India. 
The following section describes the hypotheses and tests the relationships of 
independent and dependent variables. First, based on the conceptual model, 
the direct links between the variables (hard lines in the conceptual model) were 
tested, then the indirect links (dotted lines in the conceptual model) were tested 
with the help of multiple and hierarchical regressions. The implications of the 
findings of these relationship testings are elaborated in Chapter 7.  
Similar to the data analysis techniques used earlier, there are several 
assumptions to be verified before performing simple or multiple regressions 
(Hair et al. 2010; Tabachnick & Fidell 2007): normality, linearity and 
homoscedasticity. Each continuous variable should be approximately normally 
distributed. It is also assumed that the differences between the observed and 
predicted values on the criterion variable are normally distributed, and their 
relationship with the predicted values on the criterion is linear. Finally it is 
assumed that the variance in the residuals is homogenous across the full range 
of predicted values. Graphically, this can be determined by looking at, for 
example, histograms, stem-and-leaf plots, normal Q-Q plots, detrended Q-Q 
plots and boxplots (Allen & Bennett 2010). Statistically, this can be tested using, 
for example, skewness, kurtosis, Kolmogorov-Smirnov and Shapiro-Wilk 
statistics. For this study, graphs such as stem-and-leaf and boxplot and 
statistics of Shapiro-Wilk were utilised to adhere to this assumption. Prior to 
interpreting the results of all the regressions, these assumptions were verified. 
All the assumptions were met unless mentioned otherwise. First, stem-and-leaf 
plots and boxplots indicated that each variable in the regression was normally 
distributed and free from univariate outliers. Second, inspection of the normal 
probability plots of standardised residuals as well as the scatterplot of 
standardised residuals against standardised predicted valued indicated that the 
assumptions of normality, linearity and homoscedasticity of residuals were met. 
Third, Mahalanobis distance did not exceed the critical χ2 for df =2 (at α = .001), 
indicating that multivariate outliers were not of concern. Fourth, relatively high 
tolerances for predictors in the regression model indicated that multicollinearity 
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would not interfere with the ability to interpret the outcome of multiple regression 
analysis. 
6.4.1 Country Image  Employer Attractiveness 
The first direct relationship in the conceptual model pertains to the relationship 
between the country image of an employer and employer attractiveness. 
Findings of studies in marketing suggest that the image of developed countries 
is rated higher than the image of developing counties. These findings were 
confirmed by the t tests, where the country image of Australia was evaluated 
higher in both samples. This finding was further explored to understand how the 
country images of countries with varying levels of economic development 
impact on the evaluation of employer attractiveness by the jobseekers from 
these two countries. Thus, it is hypothesised that: 
H2a: Country image of a developed country (Australia) will have positive 
influence on employer attractiveness.  
The findings of the regression analysis as shown in Table 6.3 suggest that the 
country image of Australia was found significant for Australian jobseekers, 
R2=0.29, adjusted R2= .023, F (1, 176) = 5.216, p = 0.024, on employer 
attractiveness. The adjusted R2 value of 0.23 indicates that 23% of variability in 
employer attractiveness is explained by the country image of Australia. On the 
other hand, the country image of Australia was not found significant for Indian 
jobseekers, R2=.011, adjusted R2= .005, F (1, 154) = 1.723, p = .191, on 
employer attractiveness. This partially supports H2a because only one sample 
group is found significantly related to the country image of Australia.  
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Table 6.4: Unstandardised (B) and standardised regression coefficients 
(β), and squared semi-partial (or ‘part’) correlations (sr2) of independent 









-.007 [-.190, .176] -.006 -.000 
 I -.061 [-.221, .099] .061 .003 
Country image     
Australia A .485 [.066, .904]* .170 .0289 
 I .298 [.092, .503] .225 .050 
India A .440 [.200, .679]** .265 .070 
 I .298 [.092, .503]* .225 .050 
Industry expertise     
Australia A .485 [-.190, .176]* -.150 -.030 
 I .094 [.114, .485]* .249 .062 
India A .448 [.296, .600]** .402 .161 
 I .352 [.129, .575]* .243 .059 




.258 [-.162, .678] .091 .008 
 I .304 [.117, .491]* .251 .063 
Indian companies A .495 [.283, .708]** .329 .108 








.227 [-.210, .663] .077 .005 
 I .319 [.143, .494]** .278 .077 
Indian companies A .545 [.358, .733]** .399 .159 
 I .282 [.104, .460]* .245 .060 
             CI= confidence interval, A= Australian sample, I= Indian sample     
                * p<0.05, **p<0.001 (two-tailed test)    
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H2b: Country image of a developing country (India) will have a negative 
effect on employer attractiveness. 
Findings of the regressions (Table 6.3) indicate that the country image of India 
was found significant for Australian jobseekers, R2= .070, adjusted R2= .065, F 
(1, 174) = 13.09, p < 0.001, and Indian jobseekers, R2=.050, adjusted R2= .044, 
F (1, 154) = 8.182, p = .005, for employer attractiveness. The total amount of 
variance explained by the country image of India on employer attractiveness for 
Australian jobseekers was 65%, and for Indian jobseekers 44%. The findings do 
not support H2b and, contrary to expectations, indicate that the country image 
of India is evaluated more positively by both Australian and Indian jobseekers 
for employer attractiveness. The overall findings indicate that country image has 
a direct influence on employer attractiveness. Australian jobseekers evaluated 
the country image of Australia and India positively for employer attractiveness. 
Indian jobseekers, on the other hand, found the country image of India 
positively related to employer attractiveness and Australia’s country image less 
desired for employer attractiveness  
6.4.2 Industry Expertise  Employer Attractiveness 
The hypotheses in this section relate to the relationship between expertise in IT 
industry and employer attractiveness. The findings of the pilot study reported in 
Chapter 4 and the independent t tests described in section 6.1.3.2 suggest that 
India is evaluated higher than Australia in regard to IT expertise. Based on 
these findings it is hypothesised that:  
H3a: Companies of the country with lower industry expertise (Australia) 
will be evaluated less favourably for employer attractiveness. 
Surprisingly, findings of the regressions (Table 6.3) suggest that the industry 
expertise of Australia in IT is significant for Australian jobseekers, R2=.022, 
adjusted R2= .017, F (1, 175) = 4.040, p = .046, explaining the variance of only 
1.7% in employer attractiveness, and for Indian jobseekers R2=.062, adjusted 
R2= .056, F (1, 154) = 10.182, p = 0.002, explaining the variance of 5.6% for 
employer attractiveness. Thus, H3a is not supported. 
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H3b: Companies of the country with higher industry expertise (India) will 
be evaluated more favourably for employer attractiveness. 
Similar regressions were performed for India’s industry expertise. The findings 
(Table 6.3) indicate that the industry expertise in IT of India is significant for 
Australian jobseekers, R2=.162, adjusted R2= .157, F (1, 175) = 33.778, p 
<0.001, explaining the variance of almost 16% in employer attractiveness, and 
for Indian jobseekers, R2=.059, adjusted R2= .053, F (1, 154) = 9.691, p = 
0.002, explaining the variance of 5.3% on employer attractiveness. Table 6.7 
describes the regression statistics. The findings on Hypothesis H3b indicate that 
industry expertise in IT is significantly related to employer attractiveness. 
Although significant, the relationship with Australia’s industry expertise in IT 
explains the very small percentage of variability for Australian jobseekers in 
employer attractiveness. On the other hand, the industry expertise in IT of India 
explains the larger variance in employer attractiveness of Australian jobseekers.  
6.4.3 Jobseeker Ethnocentrism  Employer Attractiveness 
The next direct relationship was hypothesised between jobseeker 
ethnocentrism and employer attractiveness. Findings in the literature suggest 
that consumers in developed countries have higher ethnocentric tendencies 
than consumers in developing countries (Kinra 2006). However, this is not 
suggested by the t tests. Other findings in marketing suggest that consumer 
ethnocentrism influences the evaluation of local and foreign products (Shimp & 
Sharma 1987). Based on this, it was expected that jobseeker ethnocentrism 
would influence the evaluation of employer attractiveness. Thus: 
H4: Jobseeker ethnocentrism will impact on employer attractiveness. 
A simple regression was performed to examine whether jobseeker 
ethnocentrism affects the evaluation of employer attractiveness. The findings of 
the regressions (Table 6.3) indicate that there is no significant impact of 
jobseeker ethnocentrism on employer attractiveness for Australian jobseekers, 
R2=.000, adjusted R2= .006, F (1, 176) = .006, p = .938, or Indian jobseekers, 
R2=.004, adjusted R2= .003, F (1, 154) = .573, p = .450. Based on this finding, 
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hypothesis H4 is not supported. The possible reasons for these findings are 
explained in detail in Chapter 7.  
6.4.4 Job and Organisation Factors  Employer Attractiveness 
The next hypothesised direct link in the conceptual model is between job and 
organisation factors and employer attractiveness. Job factors are salary, fringe 
benefits, job security, job title and career path. Organisation factors are 
reputation of the company, size of the company, sociable boss and co-workers, 
and availability of training programs. The HRM literature suggests that these 
two factors are the key determinants of employer attractiveness (Chapman et 
al. 2005). Findings of the independent samples t test indicated that jobseekers 
evaluate the job and organisation factors of local employers higher than those 
of foreign employers. Overall, however, the job and organisation factors of 
Australian employers were evaluated higher in both samples. Thus, it is 
hypothesised that: 
H5a: Job factors of the companies from a developed country (Australia) 
will be evaluated positively for employer attractiveness. 
Regressions were carried out to explore the effect of job factors of Australian 
employers and their effect on employer attractiveness. The findings of the 
regression (Table 6.3) suggest that the job factors of Australian companies 
were not found significant on employer attractiveness for Australian jobseekers, 
R2=.008, adjusted R2= .003, F (1, 176) = 1.470, p = 0.227, but were significant 
for Indian jobseekers, R2=.063, adjusted R2= .057, F (1, 154) = 10.356, p = 
0.002. Further, job factors explain 57% of variance in employer attractiveness 
for Indian jobseekers. This finding partially confirms H5a since there is no direct 
relationship found between job factors and employer attractiveness for the 
Australian jobseekers. 
H5b: Organisation factors of the companies from a developed country 
(Australia) will be evaluated positively for employer attractiveness. 
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Similarly to the job factors, the organisation factors of Australian companies 
were not found significant for Australian jobseekers, R2=.006, adjusted 
R2= .000, F (1, 176) = 1.052, p = .306, but were found significant for Indian 
jobseekers, R2=.077, adjusted R2= .071, F (1, 153) = 12.823, p < 0.001. The 
variance explained by the organisation factors of Australian companies is 7.1% 
for Indian jobseekers. H5b is partially supported because organisation factors 
were not found significantly related to employer attractiveness for Australian 
jobseekers.  
The overall findings of hypotheses H5a and H5b indicate that Australian 
jobseekers find the job and organisation factors of Australian companies 
unattractive for employment purposes. On the other hand, Indian jobseekers 
are more attracted to the job factors than the organisation factors of Australian 
companies.  
H5c: Job factors of the companies from a developing country (India) will 
be evaluated negatively for employer attractiveness. 
A similar set of regressions was performed to examine the evaluation of job 
factors of Indian companies by the jobseekers from Australia and India. The 
findings of the regressions (Table 6.3) indicate that the job factors of Indian 
companies were found significant for employer attractiveness on Australian 
jobseekers, R2=.108, adjusted R2= .103, F (1, 175) = 21.202, p < 0.001, and 
Indian jobseekers, R2=.061, adjusted R2= .055, F (1, 154) = 10.041, p = 002. 
The total amount of variability explained in employer attractiveness by the job 
factors of Indian companies for Australian jobseekers is 10%, and for Indian 
jobseekers is 5.5%. This suggests that, although significant across the two 
samples, the job factors of Indian companies are more attractive to Australian 
jobseekers than to Indian jobseekers.  
H5d: Organisation factors of the companies from a developing country 
(India) will be evaluated negatively for employer attractiveness. 
Organisation factors of Indian employers were also found significant on 
employer attractiveness for Australian jobseekers, R2=.159, adjusted R2= .154, 
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F (1, 176) = 33.094, p < 0.001, and for Indian jobseekers, R2=.245, adjusted 
R2= .054, F (1, 153) = 9.808, p = .002. The total amount of variance explained 
by organisation factors in the employer attractiveness of Indian companies is 
15% for Australian jobseekers and 5.4% for Indian jobseekers. This suggests 
that Australian jobseekers find the organisation factors of Indian companies 
more desirable than do the Indian jobseekers. The overall findings of 
hypotheses H4a to H5d suggest that Australian jobseekers evaluate the job and 
organisation factors of Australian companies negatively and of Indian 
companies positively. Further, Australian jobseekers evaluate these factors of 
Indian companies as more attractive than Indian jobseekers evaluate them. On 
the other hand, Indian jobseekers evaluate the job and organisation factors of 
both Australian and Indian employers positively. It appears that local employers 
in Australia may have to strive harder to promote their job and organisation 
factors for recruiting local employees. The implications of these findings are 
discussed in Chapter 7.  
6.4.5 Summary of Direct Effects 
The third stage of analysis using simple and multiple regressions tested the 
direct relationships among the variables as hypothesised in the conceptual 
model presented in Chapter 3. The findings of the analysis suggest that 
jobseeker ethnocentrism has no significant influence on employer 
attractiveness. This was expected because the samples in this study were 
found to be not ethnocentric, as confirmed by the independent samples t tests. 
The country image of an employer was tested for its influence on employer 
attractiveness. The findings indicate that for Australian jobseekers, the country 
images of Australia and India are significantly related to employer 
attractiveness. On the other hand, for Indian jobseekers, the country of image of 
Australia was not found significantly related to employer attractiveness. This is 
was a surprising finding because the initial t tests indicated that the country 
image of Australia was evaluated higher than that of India by Indian jobseekers. 
It appears that the country image of Australia is not favourable to employer 
attractiveness for Indian jobseekers. Industry expertise was tested next for its 
influence on employer attractiveness. Based on the initial t tests, it was 
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expected that Australia’s industry expertise in IT would not be significantly 
related to employer attractiveness in the two samples. However, this was not 
the case; the findings of the analysis indicate that the industry expertise of both 
Australia and India is positively related to employer attractiveness. This may be 
because Australia’s higher country image may have accentuated the industry 
expertise evaluation and India’s higher industry expertise may have 
compensated for the lower country image. The relationship between job and 
organisation factors of Australian and Indian companies was then tested for its 
influence on employer attractiveness. It was expected that Australian 
companies’ job and organisation factors would be evaluated higher than those 
of Indian companies because of Australia’s higher country image. This was 
partially supported as the job and organisation factors of Australian companies 
were evaluated positively by Indian jobseekers but not by Australian jobseekers. 
On the other hand, the job and organisation factors of Indian companies were 
evaluated positively in the two samples.  
6.5 Indirect Effects 
The hypotheses from H2 to H5 tested the direct relationships of the 
independent variables on the dependent variable of the conceptual model. The 
analysis then progressed to more complex hypotheses in testing the indirect 
relationships of the variables of the conceptual model. To test the mediating 
effects of the variables at hand, Baron and Kenny’s (1998) approach was 
adopted. Before performing the mediation, three requirements must be fulfilled: 
• There should be a significant relationship between the independent 
and the mediating variables. 
• There should be a significant relationship between the independent 
variable and the dependent variable. 
• There must be a significant relationship between the independent 
and dependent variables in the presence of the mediator.  
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For the purpose of the present investigation, some mediating variables were 
identified in the conceptual model. First, jobseeker ethnocentrism was expected 
to affect country image evaluations for employer attractiveness. Second, 
industry expertise was hypothesised to have mediating effects on country image 
evaluations for employer attractiveness. And finally, the country image of an 
organisation was hypothesised to influence job and organisation factors, and 
this in turn was expected to influence employer attractiveness. Based on the 
findings of the regressions in the previous section, it is clear that jobseeker 
ethnocentrism as an independent variable was not found significant for the 
dependent variable of employer attractiveness for Australian or Indian 
jobseekers. Thus, following the suggestions of Baron and Kenny (1986), the 
mediation of country image on jobseeker ethnocentrism and employer 
attractiveness was not tested since the first condition of mediation was not met. 
Second, country image and industry expertise as independent variables were 
found significantly related to employer attractiveness, thus the mediation effect 
of industry expertise on country image for employer attractiveness was tested. 
Third, the job and organisation factors of Australian employers were not found 
significant for Australian jobseekers on employer attractiveness, thus the 
mediation of the country image of Australia on job and organisation factors of 
Australian employers for Australian jobseekers was not tested. However, the 
mediation of the country image of India and job and organisation factors for 
Indian employers was found significant for employer attractiveness in the 
Australian and Indian samples. Thus, this mediation was tested across the two 
samples to understand whether the image of a country mediates the 
relationship between job and organisation factors and employer attractiveness.  
6.5.1 The Mediating Relationship of Industry Expertise on Country Image 
and Employer Attractiveness 
The regression analysis confirmed that there is a significant relationship 
between country image and employer attractiveness. In the following 
hypotheses it is expected that the industry expertise of Australia and India will 
mediate the relationship between country image and employer attractiveness. 
Thus, it is hypothesised that: 
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H6a: High country image will compensate for low industry expertise 
(Australia) and this will lead to positive evaluation of employer 
attractiveness.  
Following Baron and Kenny’s (1998) approach, hierarchical regressions were 
used to test this hypothesis for mediation. The findings of the first model of 
regression suggest that the country image of Australia is significantly related to 
employer attractiveness for Australian jobseekers, R2=0.29, adjusted R2= .023, 
F (1, 176) = 5.216, p = 0.024, but not for Indian jobseekers. Thus, the Indian 
sample was excluded from this mediation test. Following the first regression 
results, the second regression analysis was performed using two-step 
hierarchical regressions by including industry expertise as a mediating variable.  
Table 6.5: Regressions evaluating possible mediators of the relationship 


















Country image  Industry 
expertise 
 
   
Australia  A 0.170 0.180 0.032 
India  A 3.618 1.451* 0.010 
  I 2.860 2.007 0.024 




   
Australian 
companies 






    
Australian 
companies 
 I 3.581 3.837 0.087 
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Job factors Country 
image India     
Indian companies  A 4.565 2.905 0.043 




    
Indian companies Country 
image India A 5.660 4.191 0.085 
  I 3.132 1.866* 0.021 
*significant mediation 
The findings as illustrated in Table 6.4 suggest that industry expertise does not 
mediate the relationship between the country image of Australia and employer 
attractiveness. This was established by showing that the direct effect of industry 
expertise on country image and employer attractiveness remained significant, 
R2=0.55, adjusted R2= .044, F (2, 175) = 5.055, p = 0.016, when industry 
expertise was specified in the model as a mediator. Further, there was a 
minimal difference between R2, adjusted R2 and changed R2 to suggest the lack 
of strong mediation.  
H6b: High industry expertise of a country will compensate for low country 
image (India) and this will subsequently lead to favourable employer 
attractiveness. 
Similar hierarchical regressions were performed to analyse the mediation of 
industry expertise in IT of India on country image evaluations and employer 
attractiveness for Indian and Australian jobseekers. The findings of first 
regression analysis indicate the country image of India on employer 
attractiveness was found significant for Australian jobseekers, R2= .070, 
adjusted R2= .065, F (1, 174) = 13.09, p < 0.001, and Indian jobseekers, 
R2=.050, adjusted R2= .044, F (1, 154) = 8.182, p = .005. The first model was 
regressed again after including the industry expertise of India. Mediation was 
established by showing that the direct effect of the country image of India on 
employer attractiveness became non-significant for Australian jobseekers, 
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R2= .182, adjusted R2= .173, F (2, 173) = 19.28, p = .149, when industry 
expertise was specified in the model as a mediator. A similar regression was 
performed for Indian jobseekers. However, the relationship between the country 
image and employer attractiveness remained significant, R2= .083, adjusted 
R2= .071, F (2, 153) = 6.95, p = .047, and thus industry expertise was not found 
to be a strong mediator for the country image of India and employer 
attractiveness for Indian jobseekers.  
The overall findings of hypotheses H6a and H6b suggest that the country image 
of Australia has a higher influence on employer attractiveness than its industry 
expertise in IT. This is not surprising because the findings of the independent 
samples t tests suggested that the industry expertise of Australia in IT is rated 
low in comparison to its country image. On the other hand, industry expertise 
plays an important role in mediating the country image of India for employer 
attractiveness. Again, this is not surprising because the independent samples t 
tests suggested that the industry expertise of India is rated higher than its 
country image. Australian jobseekers perceive the country image of India and 
the employer attractiveness of Indian companies higher in the presence of 
industry expertise.  
6.5.2 The Mediating Relationship of Country Image on Job and  
 Organisation Factors for Employer Attractiveness 
The following hypotheses were developed to test the mediating role of country 
image on the evaluation of job and organisation factors for employer 
attractiveness. It was expected that high or low country image would have some 
bearing on the evaluation of job and organisation factors of the companies. 
Thus, it is hypothesised that:  
H7a: Job factors of the companies from a developed country (Australia) 
will be evaluated positively based on its high country image and this in 
turn will lead to positive evaluation of employer attractiveness. 
The findings of the first regressions testing direct effects discussed in section 
6.4.1.4 showed that the job factors of Australian employers were not significant 
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for Australian jobseekers, R2=.006, adjusted R2= .000, F (1, 176) = 1.052, p 
= .306, but were significant for Indian jobseekers, R2=.063, adjusted R2= .057, F 
(1, 154) = 10.356, p = 0.002. Thus, the Australian sample was excluded from 
the mediation test based on Baron and Kenny’s (1998) approach. The findings 
of the second regression model (Table 6.4) with country image as a mediator 
indicate that the country image of Australia does not mediate the relationship 
between job factors and employer attractiveness, R2= .073, F (2, 153) = 5.995, 
p = 0.002. Thus, hypothesis H7a is not supported.  
H7b: Organisation factors of the companies from a developed country 
(Australia) will be evaluated positively based on its high country image 
and this in turn will lead to positive evaluation of employer attractiveness.   
As for the testing of H7a, the results of the first regressions showed that the 
organisation factors of Australian companies were not significant for Australian 
jobseekers, R2=.006, adjusted R2= .000, F (1, 176) = 1.052, p = .306, but were 
significant for Indian jobseekers, R2=.077, adjusted R2= .071, F (1, 153) = 
12.823, p < 0.001. Thus, only the Indian sample was included in the mediation 
test. The second regression with country image as the mediator in the 
relationship between organisation factors of Australian companies and their 
employer attractiveness indicated that country image does not mediate this 
relationship, R2=.093, adjusted R2= .081, F (2, 152) = 7.758, p < 0.001.  
The overall findings of hypotheses H7a and H7b indicate that the high country 
image of Australia does not influence the job and organisation factors of 
Australian companies for Indian jobseekers. It appears that there are elements 
besides country image that affect the evaluation of the job and organisation 
factors of Australian companies.  
H7c: Job factors of the companies from a developing country (India) will 
be evaluated negatively based on the country’s low image and this will 
subsequently lead to negative evaluation of employer attractiveness. 
The findings of the first regression suggest that the job factors of Indian 
employers are significantly related to employer attractiveness for Australian 
167 
jobseekers, R2=.108, adjusted R2= .103, F (1, 175) = 21.202, p < 0.001, and 
Indian jobseekers, R2=.061, adjusted R2= .055, F (1, 154) = 10.041, p = 002. 
Thus, both the samples were included in the mediation test. For the Australian 
sample, the country image of India was not found to be a mediator, R2=.113, 
adjusted R2= .103, F (2, 173) = 11.045, p < 0.05, between the relationship of job 
factors and employer attractiveness. However, for the Indian sample, the 
country image of India was found to be a mediator, R2=.069, adjusted R2= .057, 
F (2, 173) = 5.647, p = .085, for the relationship between job factors and 
employer attractiveness. Thus for Indian jobseekers, the country image of India 
explains the further 5.7% of variability in job and organisation factors for 
employer attractiveness. The mediation is shown when the direct relationship 
between job factors and employer attractiveness becomes non-significant in the 
presence of country image as a mediator.  
H7d: Organisation factors of the companies from a developing country 
(India) will be evaluated negatively based on the country’s low image and 
this will subsequently lead to negative evaluation of employer 
attractiveness. 
Similarly to the job factors, the organisation factors of Indian companies were 
found significant for Australian jobseekers, R2=.159, adjusted R2= .154, F (1, 
176) = 33.094, p < 0.001, and Indian jobseekers, R2=.245, adjusted R2= .054, F 
(1, 153) = 9.808, p = .002. Thus, both the samples were included in the 
mediation analysis. The findings of the second regression with country image as 
a mediator in the evaluation of organisation factors on employer attractiveness 
indicate that for Australian jobseekers the organisation factors of Indian 
companies are not mediated by the country image of India, R2=.156, adjusted 
R2= .146, F (2, 173) = 15.952, p < 0.001. On the other hand, the country image 
of India mediated the relationship between organisation factors of Indian 
companies and their employer attractiveness, R2=.072, adjusted R2= .059, F (2, 
153) = 5.897, p = .064. Thus, for Indian jobseekers, the country image of India 
explains the further 5.9% of variance in the relationship between job and 
organisation factors and employer attractiveness. Table 6.14 provides the 
supporting statistics of the mediation tests. 
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The findings of the above tests indicate that for Australian jobseekers, the 
relationship between job and organisation factors and employer attractiveness 
does not work through the country image of India. Although the country image 
of India was found significantly related to job and organisation factors and 
employer attractiveness individually, the country image does not influence the 
evaluation of job and organisation factors and employer attractiveness. One of 
the reasons for this could be that the industry expertise in IT of India may be 
compensating for the country image of India as found in the previous section. 
This industry expertise in turn may be influencing the evaluation of job and 
organisation factors more than country image influences those factors. On the 
other hand, the country image of India is found to mediate the relationship 
between job and organisation factors and employer attractiveness of Indian 
companies. This is understandable because Indian jobseekers evaluated the 
country image of India positively and Australia negatively for employer 
attractiveness.  
6.5.3 Summary of Indirect Effects 
The last stage in the data analysis tested the indirect relationship and mediation 
effects of the variables as theorised in the conceptual model. Some variables 
were tested only for one sample group because the other sample group did not 
meet the basic assumptions for testing mediation effects. Jobseeker 
ethnocentrism was not tested for either of the sample groups because the 
variable was not found significantly related to the dependent variable in the 
initial regressions. The first indirect relationship was hypothesised as industry 
expertise mediating the relationship between country image and employer 
attractiveness. This was hypothesised due to the varying results of t tests and 
regressions where Australia was rated lower than India in t tests but was found 
significantly related to employer attractiveness. The finding of the mediation 
analysis suggests that the industry expertise of Australia does not work through 
the country image and employer attractiveness. On the other hand, the industry 
expertise of India mediates the relationship between the two variables. Thus, it 
can be concluded that the higher industry expertise in IT of India compensates 
for its lower country image, and the higher country image of Australia makes up 
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for its lower industry expertise in IT. The next mediation analysis tested whether 
country image mediates the relationship between job and organisation factors 
and employer attractiveness. It was expected that the country image of 
Australia would ‘rub off’ on the evaluation of job and organisation factors and 
increase employer attractiveness, and that, conversely, the country image of 
India would colour the evaluation of job and organisation factors and decrease 
employer attractiveness. The findings of the mediation analysis indicate 
otherwise, in that the country image of Australia does not mediate the 
relationship between job and organisation factors and employer attractiveness. 
However, the country image of India does mediate the relationship between job 
and organisation factors in the two samples. The key findings of the overall data 
analysis are discussed next.  
6.6 Summary of the Data Analysis Results  
To summarise, the three main broad findings of the data analysis are:  
1. The CoO and country image of an employer have a significant 
influence on employer attractiveness. The economic development of 
a country is not necessarily the only element used by jobseekers in 
the evaluation of a country image and its subsequent impact on 
employer attractiveness. Jobseekers in developed and developing 
countries use a diverse range of elements in their evaluation of 
country image and employer attractiveness. 
2. A higher country image compensates for lower industry expertise and 
a higher industry expertise compensates for lower country image. 
Overall, industry expertise plays a significant direct role in explaining 
employer attractiveness and an indirect role in influencing country 
image evaluations for employer attractiveness. It also appears that 
jobseekers in developed and developing countries in their process of 
evaluating employer attractiveness make conscious or subconscious 
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3. Job and organisation factors are direct determinants of employer 
attractiveness. Further, they are evaluated in the light of industry 
expertise and the country image of companies and this evaluation 
again is less dependent on the economic development of the CoO of 
an employer and more dependent on its industry expertise.  
The findings reported in this chapter and their implications are discussed at a 
greater length in Chapter 7.  
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CHAPTER 7: SUMMARY AND CONCLUSIONS 
7.1 Introduction 
This final chapter of the thesis summarises the findings of the data analysis and 
draws conclusions from them. The chapter has four main sections. The first 
section begins with an introduction and then covers the research questions 
addressed by the thesis and the statistical results of the hypotheses testing. 
The second section discusses the results of the direct effects of the 
independent variables and the outcome variable as hypothesised in the 
conceptual model. In the third section, the discussion continues on the results of 
the indirect effects of variables. The interaction effects tested in quasi-
experimental design are then discussed. Based on the overall findings of the 
thesis, the fifth section discusses the theoretical contribution of this thesis to the 
literature in marketing and HRM. The next section outlines the managerial 
implications based on the conclusions. The final section discusses the 
limitations of the thesis and future research directions.  
Research in marketing and HRM has confirmed that country image stereotypes 
are powerful and their influences are observed in product evaluations (Jaffe, ED 
& Nebenzahl 2006; Roth, KP & Diamantopoulos 2008) and management 
orientations (Pudelko & Harzing 2007; Vo & Stanton 2011). To date there has 
been little or no research in these two fields related to the effects of country 
image on employer attractiveness. Accordingly, the overall aim of this thesis 
was to investigate the country image effects on employers in the light of other 
key determinants of employer attractiveness. This is important because earlier 
studies in recruitment have ignored the importance of country-level factors in 
employer attractiveness. As stated in Chapter 1, the goals of this thesis are 
multi-fold. The first objective was to carry out a thorough review of the literature 
in marketing and HRM pertaining to CI effects and other determinants of 
employer attractiveness. The second objective was to theorise a conceptual 
model that incorporates the key effects of CI stereotypes and other 
determinants of employer attractiveness. The third objective was to test the 
hypothesised relationship of the conceptual model and to answer each of the 
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research questions. In order to achieve the third objective, two new constructs 
were introduced along with their scale measurements, and the remaining three 
variables of the conceptual model were measured on the established scales. 
Reliability analyses were performed on the all the scales used in the study. The 
investigation was done in a cross-national setting with two countries at different 
levels of economic development and industry expertise in IT. Quantitative 
analysis was employed as the research methodology because the research 
problems were exploratory in nature and relied on deductive inquiry (Punch 
2004). As outlined in Chapter 1, based on identified gaps in the literature and 
the conceptual model, six research questions were addressed: 
RQ1: What is the effect of country image on employment attractiveness? 
RQ2: How does industry expertise moderate the influence of country 
image on employer attractiveness? 
RQ3: How does country image affect the evaluation of job and 
organisation factors? 
RQ4: What role does jobseeker ethnocentrism play in employment 
attractiveness? 
RQ5: What role does jobseeker ethnocentrism play inn country image 
evaluation in the presence of industry expertise? 
RQ6: What roles do country of origin of an employer, nationality of the 
respondents and location of the job play in employer attractiveness? 
These research questions were refined into four main hypotheses addressing 
the direct effects, three main hypotheses testing the indirect effects and three 
interaction hypotheses addressing the effects on the outcome variable, 
employer attractiveness The implications of the direct effects, indirect effects 
and interaction effects were examined and discussed from both an academic 
and a managerial perspective.   
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Table 7.1 lists the statistical results of the hypotheses testing in Chapter 6. 
Twenty hypotheses were tested, five of which were supported, five partially 
supported and the remaining ten unsupported by statistical analysis.  
Table 7.1: Results of the hypotheses testing 
 
Interaction effects Results 
H1a: Nationality of the jobseekers will interact with the CoO of an 
employer 
Supported 
H1b: Nationality of the jobseekers will interact with location of job Supported 
H1c: CoO of employer will interact with location of job Unsupported 
Direct effects 
H2a: Country image of a developed country (Australia) will have 
positive influence on employer attractiveness 
Partially supported 
H2b: Country image of a developing country (India) will have a 
negative effect on employer attractiveness 
Unsupported 
H3a: Companies of the country with lower industry expertise 
(Australia) will be evaluated less favourably for employer 
attractiveness 
Unsupported 
H3b: Companies of the country with higher industry expertise (India) 
will be evaluated more favourably for employer attractiveness 
Supported 
H4: Jobseeker ethnocentrism will impact on employer attractiveness Unsupported 
H5a: Job factors of the companies from a developed country 
(Australia) will be evaluated positively for employer attractiveness 
Partially supported 
H5b: Organisation factors of the companies from a developed country 
(Australia) will be evaluated positively for employer attractiveness 
Partially supported 
H5c: Job factors of the companies from a developing country (India) 
will be evaluated negatively for employer attractiveness 
Unsupported 
H5d: Organisation factors of the companies from a developing 




H6a: Jobseeker ethnocentrism will influence the evaluation of country 
image and this in turn will impact the evaluation of employer 
attractiveness 
Unsupported 
H7a: High country image will compensate for low industry expertise 
(Australia) and this will lead to positive evaluation of employer 
attractiveness 
Supported 
H7b: High industry expertise of a country will compensate for low 




Indirect effects continued Results 
H8a: Job factors of the companies from a developed country 
(Australia) will be evaluated positively based on its high country 
image and this in turn will lead to positive evaluation of employer 
attractiveness 
Partially supported 
H8b: Organisation factors of the companies from a developed country 
(Australia) will be evaluated positively based on its high country 
image and this in turn will lead to positive evaluation of employer 
attractiveness.   
Partially supported 
H8c: Job factors of the companies from a developing country (India) 
will be evaluated negatively based on the country’s low image and 
this will subsequently lead to negative evaluation of employer 
attractiveness 
Unsupported 
H8d: Organisation factors of the companies from a developing 
country (India) will be evaluated negatively based on the country’s 




7.2 Direct Effect Hypotheses 
The main effects – country image, jobseeker ethnocentrism, industry expertise, 
and job and organisation factors of companies from developed and developing 
countries – were tested for their influence on employer attractiveness. This 
section discusses the direct effects of each of these independent variables on 
the dependent variable. 
7.2.1 Country Image  Employer Attractiveness 
The main objective of this thesis was to investigate the influence that an image 
of a country has in the evaluation of employer attractiveness. Overall findings of 
the hypotheses testing indicate that the country image of an employer has a 
direct influence on the employer’s attractiveness. The findings of the marketing 
literature suggest that consumers in developed countries evaluate the products 
from developed countries positively and the products from developing countries 
negatively (Ahmed, SA & d'Astous 2001; Choi 1992; Iyer & Kalita 1997). On the 
other hand, consumers in developing countries have a tendency to evaluate 
products from developed countries higher than products from developing 
countries (Jin, Chansarkar & Kondap 2006; Kinra 2006; Li, Z, Fu & Murray 
1997; Zhang 1996). Further, consumers in developing countries see ownership 
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of foreign products from developed countries as a matter of pride and prestige 
(Bandyopadhyay 2001; Batra et al. 2000). Based on these findings, it was 
hypothesised that companies from developed countries will be evaluated 
positively and companies from developing countries will be evaluated negatively 
for the attractiveness of their employers. However, the results of hypotheses 
H1a and H1b indicate that this is only partially supported in the case of 
jobseekers’ evaluation of employers. Results suggest that jobseekers in a 
developed country (Australia) evaluate the country image of their own country 
and a developing country (India) positively for employer attractiveness. 
However, interestingly, jobseekers in a developing country (India) evaluate their 
own country’s image positively for employer attractiveness and a developed 
country’s (Australia) image negatively for employer attractiveness.  
These findings may have transpired because first, country image may be 
perceived differently for products and employers. For example, an Indian 
respondent may evaluate the country image of Australia higher for product 
quality, performance and satisfaction but the same respondent may evaluate 
the country image of Australia differently for employment purposes. This could 
also be explained by the level of involvement required in decision making. 
Product purchase in most cases tends to be a lower involvement process than 
job choice. It seems that for employment purposes, respondents evaluate the 
image of a country beyond its economic development and by doing so they 
scrutinise a more comprehensive set of country image elements for decision 
making than consumers do. To summarise, the findings suggest that: (a) unlike 
consumers, jobseekers do not evaluate an employer purely on the economic 
development of its country, and (b) jobseekers may subconsciously evaluate 
the country image of India and the employer attractiveness of Indian companies 
higher because of India’s perceived expertise in the IT industry.  
7.2.2 Industry Expertise  Employer Attractiveness 
The second objective of this thesis was to examine the effect of the perceived 
industry expertise of a country in a specific field and its subsequent effect on the 
attractiveness of employers. Literature findings on product-country images 
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confirmed that products are evaluated based on the industry expertise of a 
country in manufacturing high quality products in a specific product category 
(Papadopoulos & Heslop 2003; Pecotich & Ward 2007). Certain countries have 
developed an expertise in certain industries by consistently manufacturing high 
quality products and these products are evaluated favourably irrespective of the 
economic development of the CoO of the products (Roth, KP & Diamantopoulos 
2008). Restating the examples, Colombian coffee, Afghan rugs and Indian tea 
are evaluated favourably in the global market irrespective of the economic 
development of these countries. Given this, it was expected that when products 
are evaluated based on industry expertise, it would be likely that employers 
might be evaluated depending on the industry in which they operate. Some 
industries may be perceived to be more attractive than others. Further, this 
preference may also be influenced by the expertise that a country has in a 
specific industry and whether the employer belongs to that area with industry 
expertise. For example, a job of software engineering with a Chinese company 
may be evaluated lower than the same job with a Japanese company due to the 
fact that Japan has a higher perceived industry expertise in technology than 
China. This thesis aimed at exploring whether the industry expertise 
phenomenon exists in evaluating employer attractiveness. 
The overall findings of hypotheses H2a and H2b indicate that industry expertise 
plays an important role in the evaluation of employers who belong to that 
industry. The results of the pilot study as discussed in Chapter 4 and the 
preliminary analysis as discussed in Chapter 6 indicate that India is rated higher 
than Australia for IT industry expertise. Based on this, it was expected that a 
company from the country of lower industry expertise (Australia) would be 
evaluated negatively for employer attractiveness, and a company from the 
country of higher industry expertise (India) would be evaluated positively for 
employer attractiveness. The findings indicate that the hypotheses are only 
partially supported. Australian and Indian IT companies were both evaluated 
positively for employer attractiveness, so H2b is supported. Indian IT companies 
were evaluated positively given the industry expertise of India in IT. However, 
H2a was not supported because Australian IT companies were also evaluated 
positively for employer attractiveness, despite Australia’s lower industry 
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expertise in IT. This is not surprising because Australia’s high country image 
may have compensated for the low industry expertise in IT, and this may have 
resulted in a positive evaluation of Australian IT companies. Support for this 
finding is also available from the marketing literature, where some scholars 
have suggested that the images of specific products may be weaker or stronger 
than the ‘global’ image of their country of origin, but they move in tandem with it. 
That is, a consumer may think more highly of French than of Japanese fashion, 
but the more highly the consumer thinks of Japan, the more highly he or she will 
think of its fashion products. 
7.2.3 Jobseeker Ethnocentrism  Employer Attractiveness 
The third objective of the thesis was to examine the cultural orientation of 
jobseekers in evaluating local and foreign employers. Ethnocentrism has 
received a great deal of attention in marketing and HRM research. The findings 
in these two fields suggest that the ethnocentric tendencies of consumers 
colour the evaluation of foreign products (Chryssochoidis, Krystallis & Perreas 
2007; Steenkamp & Jong 2010; Wong, Polonsky & Garma 2008) and the 
ethnocentric outlook of managers affects management practices (Ascalon, 
Schleicher & Born 2008; Isidor, Schwens & Kabst 2011). Consumer 
ethnocentrism leads to more favourable evaluation of local products than 
foreign products, and this tendency originates from the image of their countries 
of origin (Shimp & Sharma 1987). In the HRM literature, the ethnocentric 
tendencies of managers in staffing (Banai 1992), policy making (Thomas, M & 
Hill 1999) and expatriation (Mayrhofer & Brewster 1996) have received much 
attention. The findings in these areas suggests that ethnocentric managers in 
foreign subsidiaries tend to favour practices that originate from the home 
country, to recruit employees of the home-country nationality, and to appoint 
home-country expatriates to key positions in foreign subsidiaries (Banai 1992; 
Isidor, Schwens & Kabst 2011). Drawing on these findings from marketing and 
HRM, this thesis aimed at exploring whether jobseekers hold ethnocentric 
tendencies in their evaluation of local and foreign employers. Ethnocentric 
tendencies are embedded in people as a part of their nature and these 
tendencies may be manifested in any decision-making processes. Thus, it was 
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expected that jobseeker ethnocentrism, the construct introduced by this thesis, 
would also influence how local and foreign employers are evaluated.  
The findings of the analysis described in Chapter 6 suggest that jobseekers in a 
developing country (India) have slightly higher ethnocentric tendencies than 
jobseekers in a developed country. However, neither group is significantly 
ethnocentric in their evaluation of local and foreign employers. Further, 
jobseeker ethnocentrism is also not found to be directly related to employer 
attractiveness in the two samples. Thus, hypotheses H3a was not confirmed by 
the sample in this study. One of the reasons for this could be the influence of 
the demographic characteristics of this sample. The effects of demographic 
attributes (e.g., age, gender, education) are generalisable across specific 
consumer segments and have implications for actionable marketing strategies 
(Sharma, Shimp & Shin 1995). Studies have indicated that older consumers 
tend to have higher ethnocentric tendencies (Han & Terpstra 1988; Klein & 
Ettenson 1999), and thus they have a preference for local products over foreign 
products to help fellow citizens in manufacturing. The younger generation, on 
the other hand, is more open to global products and has lower ethnocentric 
tendencies (Bannister & Saunders 1978). Further, education is found to be 
negatively correlated with ethnocentric tendencies. Consumers with lower 
education levels tend to have higher ethnocentric tendencies whereas 
consumers with higher education levels tend to have lower ethnocentric 
tendencies (Balabanis et al. 2001). Most of the respondents in the samples 
were in a younger age group (18-25 years) and had higher education levels 
(enrolled in the final year of their undergraduate program), thus, their 
demographic attributes may have led to lower ethnocentric tendencies, which 
may have subsequently influenced their evaluation of local and foreign 
employers.  
7.2.4 Job and Organisation Factors  Employer Attractiveness 
The next objective of this thesis was to examine the effect of the CoO of an 
employer on the evaluation of job and organisation factors. These factors are 
the fundamental attributes of an employment value proposition – salaries, fringe 
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benefits, advancement opportunities, job title, job security, and sociable boss 
and co-workers. The literature on recruitment has confirmed that these factors 
are fundamental to employer attractiveness (Breaugh 2008; Chapman et al. 
2005). This is understandable because these attributes are the starting point in 
evaluating employment value propositions. This is fairly similar to how products 
are evaluated based on price, quality, performance, brand and warranty 
(Pecotich & Ward 2007). The cues that consumers use in product evaluations 
are the starting point of product value proposition. Studies in marketing suggest 
that CoO is an important cue in the evaluation of products (Usunier 2006; 
Verlegh 2001). Products are judged based on the country in which they are 
manufactured and CoO influences the evaluation of other cues such as price, 
quality and performance (Chryssochoidis, Krystallis & Perreas 2007). 
Furthermore, cues of products from developed countries are evaluated higher 
than those from developing countries (Khan & Bamber 2008). The existing 
literature lacks evidence on whether employment value propositions are 
evaluated based on the CoO of an employer. Since this thesis investigates 
country image effects on employer attractiveness, job and organisation factors 
were included in the study as they are fundamental to the evaluation of 
employment value propositions. The thesis explores whether employment value 
propositions comprising job and organisation factors are evaluated similarly to 
products in the global market based on the CoO of an employer. 
Based on the findings in the marketing literature, it was expected that the job 
and organisation factors of companies from a developed country (Australia) 
would be evaluated higher than those of companies from a developing country 
(India). The findings of the hypotheses H4a and H4b are partially confirmed, 
where job and organisation factors of Australian companies are evaluated 
positively by Indian jobseekers and negatively by Australian jobseekers. On the 
other hand, the job and organisation factors of Indian companies are evaluated 
positively by both samples (H4b and H4c). It appears that Australian jobseekers 
are less attracted to Australian IT employers based on their job and 
organisation factors. This may be explained by: (a) the perceived low industry 
expertise of Australia in the IT industry and (b) the overall lack of global 
Australian IT companies in the world market. Indian IT employers, on the other 
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hand, are evaluated positively on job and organisation factors. The reason for 
this could be the growing presence of global Indian IT companies that provide 
employment not only in Australia but also in other developed countries such as 
the US and the UK. This growing global presence of Indian IT companies 
appears to provide an advantage to these companies for recruitment purposes 
where they are not merely evaluated by the developing economic state of their 
country of origin but as IT industry experts.  
7.3 Indirect Effect Hypotheses 
The conceptual model presented in Chapter 3 discussed the indirect effects of 
the variables – country image, industry expertise, job and organisation factors, 
and jobseeker ethnocentrism – on the outcome variable, employer 
attractiveness. As discussed in Chapter 6, the indirect effects of jobseeker 
ethnocentrism (H5a) on country image evaluation and its subsequent impact on 
employer attractiveness could not be tested due the violation of assumptions 
recommended by Baron and Kenny(1998) and is thus considered an 
unsupported hypothesis. The following section discusses the findings of the 
indirect hypotheses for the remaining variables.  
7.3.1 Country Image  Industry Expertise  Employer Attractiveness 
Findings in marketing research suggest that products from a country with a high 
country image are evaluated in general higher than products from a country with 
a low country image (Jaffe, ED & Nebenzahl 2001). Further, the more highly a 
consumer thinks of a country’s image, the more highly the consumer thinks of 
its products, irrespective of whether a product belongs to an industry of 
expertise or not (Papadopoulos & Heslop 2003). For example, Japan is well 
known for its high quality electronics products, and the more highly a consumer 
thinks of Japan’s electronic products, the more highly the consumer thinks of its 
other products such as automobiles. Although German automobiles are 
considered to be of high quality, Japan’s well developed reputation in 
electronics has provided Japanese automobile companies an added advantage 
in the global market. Thus, when the image of a country is perceived to be 
higher, it may compensate for lower industry expertise. Based on this, it was 
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hypothesised that Australia’s high country image may compensate for its lower 
industry expertise and this in turn will lead to a positive evaluation of Australian 
employers’ attractiveness.  
The findings of the hypothesis H6a suggest that this is not the case for 
Australian IT companies. In the presence of industry expertise in IT, the country 
image of Australia and the employer attractiveness of Australian companies 
remain the same. It appears that in the case of Australian IT companies, the 
country image is a stronger determinant than industry expertise. Australian 
jobseekers in particular are more attracted to Australian companies based on 
the lower country image of India. As far as Indian jobseekers are concerned, the 
country image of Australia is negatively related to the employer attractiveness of 
Australian companies. Thus, unlike consumers, jobseekers seem to evaluate 
industry expertise along with country image in their evaluation of companies for 
employment purposes.  
7.3.2 Industry Expertise  Country Image  Employer Attractiveness 
As discussed in section 7.2.2, the products of some countries in specific 
categories are evaluated higher irrespective of the economic development of 
the country. Furthermore, well-known expertise in producing high quality 
products in a specific category may counteract the lower image of a country 
(Lotz & Hu 2001). Based on this, it was expected that the higher industry 
expertise in IT of India would counteract the low country image and this would 
subsequently lead to a favourable attractiveness of Indian IT employers. The 
testing of hypothesis H6b confirms this indirect effect, where in the presence of 
industry expertise, the country image of India becomes stronger for employer 
attractiveness. Based on the literature, it was expected that the higher industry 
expertise in IT of India would offset the lower country image evaluation and the 
employer attractiveness would be evaluated more favourably. The findings of 
the pilot study and the preliminary data analysis confirmed that India is 
perceived to possess a higher expertise in the IT industry and this perceived 
expertise may have a ‘rub off’ effect on the country image evaluations of Indian 
IT companies.  
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7.3.3 Country Image  Job And Organisation Factors  Employer 
Attractiveness 
As discussed in section 7.2.4, the job and organisation factors of Australian 
companies were evaluated positively by Indian jobseekers and the job and 
organisation factors of Indian companies were evaluated positively by 
respondents in both samples. The hypotheses described in section 7.2.4 tested 
the influence of the country of origin of an employer. The hypotheses discussed 
in this section tested whether the image of a country influences the evaluation 
of job and organisation factors and this in turn affects employer attractiveness. 
Given the discourse of products being evaluated based on the country image of 
a manufacture, the hypotheses H7a and H7b tested whether a high country 
image (Australia) results in a higher evaluation of job and organisation factors, 
and whether a low country image (India) results in a lower evaluation of job and 
organisation factors (H7c and H7d) for employer attractiveness. 
The testing of hypotheses H7a and H7b suggests that this is not the case for 
Australian companies. In the presence of the country image of Australia, the job 
and organisation factors remain unchanged, showing no influence of country 
image on employer attractiveness. This confirms the findings in section 7.2.1 
that Australian IT companies are evaluated higher due to Australia’s higher 
country image. Other factors such as the industry expertise and the job and 
organisation factors of Australian companies are evaluated negatively for 
employer attractiveness purposes. On the other hand, in the case of Indian 
companies, the country image of India is found to be a significant mediator for 
the evaluation of job and organisation factors and employer attractiveness. This 
suggests that in the case of Indian companies, the relationship between job and 
organisation factors and employer attractiveness works through the country 
image of India. This confirms the findings in section 7.2.1 that, contrary to 
expectations, the country image of India is evaluated higher for employer 
attractiveness, and this higher evaluation of country image influences the 
evaluation of job and organisation factors which in turn increases the employer 
attractiveness of Indian IT companies.  
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7.4 Interaction Effects 
As discussed in Chapter 5, a 2 (nationality) x 2 (CoO of employer) x 2 (location 
of job) quasi-experimental design was used to manipulate the two independent 
variables, country of employer and location of job, across the two nationalities of 
jobseekers for their impact on employer attractiveness. It was expected that the 
CoO of an employer and the location of a job would be preferred based on the 
nationality of the jobseekers. The following proposed four-cell design was put 
forth to understand the preference for each scenario as rated by the jobseekers 
in Australia and India. It was hypothesised that jobseekers in both countries 
would show their preferences from four scenarios, as illustrated in figure 7.1, 
where 1 is the first preference and 4 is the last preference. 
Australian jobseekers 
The findings of the analysis support the hypothesised preferences for Australian 
jobseekers as illustrated in figure 7.1, where the combination of Australian 
employer and location of job in Australia is given the first preference, Indian 
employer with location of job in Australia is given the second preference, 
Australian employer with location of job in India is given the third preference, 
and Indian employer with location of job in India is the last preference. It 
appears that for Australian jobseekers, the location of the job is more important 
than the CoO of an employer. Further, Australian jobseekers show a higher 
preference for working in Australia than in India. This preference could be 
explained by the comfort that jobseekers seek in living in their own country 
where they are familiar with the culture, the people, the working environment, 
management policies, government benefits and higher standards of living.  
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Figure 7.1: Hypothesised and confirmed preferences of Australian 
jobseekers based on CoO of employer and location of job 
for employer attractiveness 
 
Indian jobseekers 
The findings of the analysis suggest different preferences for Indian jobseeker 
as illustrated in Figure 7.2, where an Indian employer with location of job in 
Australia is given the first preference, Indian employer with location of job in 
India is given the second preference, Australian employer with location of job in 
Australia is given the third preference, and Australian employer with location of 
job in India is given the last preference. 
Figure 7.2: Preferences of Indian jobseekers based on CoO of employer 
and location of job for employer attractiveness 
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It seems that for Indian jobseekers, the CoO of an employer is particularly 
important, an Indian employer being given a higher preference than an 
Australian employer. Further, the location of a job is given a higher preference 
when the job is offered by an Indian company based in Australia. This 
preference is understandable given the better living standards in Australia than 
in India. However, this preference is seen as desired by Indian jobseekers when 
the CoO of an employer is India. An Australian employer with the location of a 
job in India is given the least preference. This may be because Australia is 
perceived lower in IT industry expertise and furthermore, there are plenty of 
Indian and American IT multinational corporations based in India. Thus, it 
appears that Indian jobseekers may be willing to make a trade-off to work for an 
Australian IT company only when the location of the job is Australia.   
7.5 Theoretical Implications 
Through a critical review of the existing literature in marketing and 
management, knowledge gaps and problems with the current body of consumer 
and recruitment knowledge were identified. First, literature in HRM has ignored 
how the image of a country affects its employers in their recruitment initiatives in 
their home country and overseas. The existing literature has focused only on 
the factors relating to the job and organisation levels (Cable & Graham 2000; 
Chapman et al. 2005; Turban & Cable 2003) as determinants of employer 
attractiveness, ignoring the country level factors. This is mainly because most 
HRM studies have investigated employers from only one country, discounting 
the importance of cross-national comparisons, and as a result, country image 
has been overlooked in the process. Further, the majority of the studies that 
have conducted cross-national investigations relate to management practices 
(Harzing & Sorge 2003; Shaw et al. 1993), organisation culture (Ascalon, 
Schleicher & Born 2008) and strategic human resource management 
(Noorederhaven & Harzing 2003; Wang, CYP, Jaw & Huang 2008). The 
literature has also largely ignored cross-national sample comparisons on 
employer attractiveness to provide evidence on how the attitudes of jobseekers 
in different countries vary to home-country employers and foreign employers 
based on CoO and country image evaluations. Furthermore, the vast majority of 
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the studies have been conducted in the US, Japan and Europe, resulting in a 
lack of evidence on Australian and Indian jobseekers.  
This thesis has taken the first step to contribute to these gaps by conducting a 
study to understand how country level factors, in addition to job and 
organisation level factors, impact on the evaluations of employers. Since the 
existing HRM literature has failed to yield a study or a measurement of country 
level factors, some evidence is taken from the marketing area which has 
investigated these factors and their influence on product evaluation for over four 
decades. A measurement scale of country image (Martin & Eroglu 1993) that 
was not product specific was sourced from the marketing literature to capture, 
examine and apply this construct and its influence on employer attractiveness 
from the perspective of jobseekers. A cross-national investigation was carried 
out to understand the differences in the evaluation of country images between 
two countries with different levels of economic development and the subsequent 
effect of this on employer attractiveness. Acknowledging the lack of evidence 
from Australia and India, a cross-national sample of jobseekers from these two 
countries was subjected to the investigation. As discussed in section 7.2.1, 
country image was found to be an important determinant of employer 
attractiveness in the evaluation of local and foreign employers. The findings 
suggested that country images are perceived differently by jobseekers in the 
two different countries. This is an important contribution because previous 
research has assumed that only job and organisation factors are the key 
determinants of employer attractiveness. The importance of this finding is also 
evident in uncovering that jobseekers evaluate local and foreign employers 
differently based on the country image of an employer. Since the existing 
literature has ignored country level factors and focused only job and 
organisation level factors, this finding raises the question whether the cross-
national comparisons in existing studies remain valid and generalisable in the 
absence of country level factors.  
The next gap in the literature relates to the industry expertise of a country in a 
specific field. Some studies have researched the influence of the industry in 
which a company operates and how that impacts on employer attractiveness 
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(Boswell et al. 2003; Highhouse, Thornbury & Little 2007; Highhouse et al. 
1999; Schreurs et al. 2005). However, those studies were conducted in local 
settings and comparisons were made among industries of the country of 
investigation. Since previous investigations into recruitment have ignored 
country level factors, one of the most important country level factors – the 
industry expertise of a country – has not been researched for its influence on 
employer attractiveness. There is plenty of research in marketing area that has 
investigated the influence of industry expertise on product evaluations as well 
as the country image effects on product evaluations. However, the existing 
scales on industry expertise in marketing are highly product specific. Thus, for 
this thesis, a scale was developed (as discussed in Chapter 4) to capture the 
industry expertise of a country to measure its effect on employer attractiveness. 
The findings of the thesis as discussed in section 7.2.2 confirm that industry 
expertise is yet another country level factor that influences employer 
attractiveness. Further, industry expertise is evaluated based on the perceived 
reputation that a country has developed over a period of time in a particular 
industry and not merely on the economic development of the CoO of an 
employer. The results indicate that industry expertise compensates for low 
country image and increases employer attractiveness when the company 
belongs to the industry of expertise of a nation. This is an important contribution 
because existing studies have ignored the importance and influence of industry 
expertise as a determinant in employer attractiveness. The results of this study 
also confirm that jobseekers use a comprehensive set of elements that goes 
beyond job and organisation level factors in their evaluation of employer 
attractiveness. This thesis contributes not only by theorising and providing a 
measure for an industry expertise construct but also by confirming its important 
role in employer attractiveness.  
The third gap in the literature relates to the investigation of ethnocentrism. As 
discussed in Chapters 3 and 4, studies in marketing and HRM have 
investigated ethnocentrism for nearly three decades. Findings in the marketing 
literature have confirmed that consumer ethnocentrism is an important 
determinant in the evaluation of local and foreign products (Chryssochoidis, 
Krystallis & Perreas 2007; Herche 1994; Sharma, Shimp & Shin 1995; Shimp & 
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Sharma 1987). Studies in HRM have investigated the ethnocentrism of 
managers and employees to conclude that the ethnocentric tendencies of 
people within an organisation influence its management practices (Thomas, M 
& Hill 1999), staffing and recruitment (Banai 1992) and expatriation policies 
(Mayrhofer & Brewster 1996). These studies, however, have not investigated 
the ethnocentric tendencies of prospective employees. Again, this is because 
studies in the recruitment literature have largely ignored country level factors. 
Ethnocentrism can be studied when jobseekers’ perspective are investigated for 
their preferences of local or foreign employers but because earlier studies 
focused only on local employers, this distinction has not been examined 
previously. Based on the existing literature in marketing, HRM and psychology, 
this study theorised and developed a measure for jobseeker ethnocentrism to 
capture the ethnocentric tendencies of jobseekers in their evaluation of local 
and foreign employers. Although the findings of this study suggest that 
jobseeker ethnocentrism has no significant influence on employer 
attractiveness, it is believed that this might be mainly because of the 
demographic characteristics of the sample used in this study. Nevertheless, the 
thesis has contributed by providing a measurement scale of a plausible 
influential determinant of employer attractiveness in the evaluation of local and 
foreign employers. Further studies with different sample characteristics are 
required to substantiate the importance of jobseeker ethnocentrism in employer 
attractiveness.  
The last gap identified by this thesis relates to the evaluation of job and 
organisation factors based on the CoO and country image of an employer. 
Existing studies in the recruitment literature have identified job and organisation 
factors as the key predictors of employer attractiveness (Chapman et al. 2005; 
Collins & Han 2004; Harris & Fink 1987; Rynes 1991; Turban, Champion & 
Erying 1995). These factors are fundamental to the evaluation of employment 
value propositions. Similarly to the other gaps identified in the literature, the 
studies in recruitment have not investigated job and organisation factors in the 
presence of the CoO and country image of an employer. When employer 
attractiveness is influenced by country level factors, it is reasonable to believe 
that the origin of an employer and the respective country image will have some 
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sort of a bearing on the evaluation of job and organisation factors. This thesis 
has not only confirmed the findings of the earlier studies that job and 
organisation factors are important determinants for employer attractiveness but 
has investigated these factors in the light of the CoO and country image of the 
employer. The findings of this study as discussed in sections 7.2.4 and 7.3.2 
suggest that CoO and country image affect the evaluation of job and 
organisation factors. A mere classification of employers by their CoO (for 
example, Australian employer or Indian employer) leads to CoO effects in the 
evaluation of job and organisation factors. These factors are evaluated in 
employer attractiveness differently for companies from different countries. 
Country image, on the other hand, influences the evaluation of these factors 
and subsequently affects employer attractiveness. Unlike consumers, 
jobseekers do not tend to evaluate country image based on the economic 
development of the CoO of the employer and this in turn has a varying effect on 
the evaluation of the job and organisation factors. A higher country image does 
not necessarily lead to a positive evaluation of these factors and vice versa. 
This is an important finding because earlier studies have assumed the influence 
of job and organisation factors on employer attractiveness in the absence of the 
influence of the CoO and country image of an employer. The link between these 
factors and country level factors has confirmed that research in recruitment 
needs a more wide-ranging set of elements to examine how jobseekers 
evaluate companies for employment purposes. 
7.6 Managerial Implications  
Practitioners may benefit in several ways from the holistic framework of country-
related variables examined for employer attractiveness from jobseekers’ point of 
view. First, the thesis has shown that the country image of an employer is 
important to jobseekers for their attraction to an employer. Thus, companies 
should ascertain how the image of their country is generally perceived in the 
given recruitment market. Based on this, careful marketing campaigns for 
recruitment should be designed. When the country image is generally perceived 
as favourable, companies can leverage on this by emphasising their origin in 
the recruitment advertisements. In this case, the marketing material should be 
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closely aligned to reinforce a company’s origin. For example, the findings of the 
thesis indicate that the country image of India is perceived favourably by both 
Australian and Indian jobseekers in their evaluation of employer attractiveness. 
In this instance, Indian IT companies that are reluctant to associate their origin 
with India due to its poor country image should reconsider their recruitment 
marketing campaigns. These companies should consider stressing their Indian 
origin in the Australian recruitment market because the country image of India is 
perceived positively for IT companies’ attractiveness. On the other hand, when 
the country image is generally perceived unfavourably, companies should 
consider distancing their image from their origin. In this case, companies could 
strive to appear more ‘local’ by using local celebrities, language, cultural 
artefacts, aesthetics and events in their marketing campaigns for recruitment. 
When the brand name of the company is suggestive of the country of origin, the 
company should consider rebranding that subsidiary in a specific foreign 
country to attract local employees. The alternative is to appear more ‘global’ in 
the target market by emphasising global standards, industry benchmarks, 
management policies, remuneration packages and fringe benefits. For example, 
the findings of this thesis indicate that the country image of Australia is 
considered unfavourable by Indian jobseekers for employer attractiveness in the 
IT industry. In this instance, Australian companies recruiting in India could 
choose to appear more Indian or global to recruit local employees.  
Second, the industry expertise of a country is a significant predictor of employer 
attractiveness. The industry expertise measurement developed in this thesis 
could be used by companies to ascertain whether their country is perceived to 
possess expertise in the industry in which their company operates. When a 
company belongs to the field of industry expertise of its country, it must 
emphasise its affiliation in recruitment marketing campaigns. The emphasis 
should be in terms of the experience that the jobseekers would gain by joining 
the industry experts, the opportunities to work with or within global clients or 
markets, careers paths, future advancement opportunities and globally 
recognisable skills development. For example, the findings of this study indicate 
that India’s expertise in IT is rated highly and this perceived expertise influences 
the employer attractiveness of Indian IT employers. Indian IT employers should 
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leverage the industry expertise that India has gained by innovation, attracting 
outsourcing and manufacturing of software and hardware products. These 
employers may find it easier to recruit employees overseas in the IT industry by 
emphasising their Indian origin. On the other hand, when companies do not 
belong to the industry expertise of a country, they should distance themselves 
from the industry experts. Efforts can be made to emphasise the country image 
more if it is generally perceived as favourable, and recruitment marketing 
campaigns should be aligned with the country image or employer image. 
Furthermore, job and organisation factors such as salary, fringe benefits, job 
security, and reputation of organisation and size of organisation should be 
stressed more in marketing to attract employees. For example, Australian IT 
companies are not perceived to possess high IT industry expertise, thus for 
recruitment purposes these companies should emphasise the country image of 
Australia and the job and organisation factors of the company.  
Third, job and organisation factors are directly related to employer 
attractiveness. Obviously, most of the companies in their recruitment marketing 
stress the job and organisation factors to attract prospective employees. 
However, these factors become more important when they are evaluated in the 
presence of the country image of an employer. When these factors are 
evaluated negatively based on an unfavourable country image, efforts should 
be made to explicitly state the job and organisation factors in recruitment 
marketing material to counteract the negative country image effects. For 
example, the job and organisation factors of Australian companies are 
evaluated higher by Indian jobseekers but lower by Australian jobseekers, thus 
it becomes important to stress these factors when recruiting in the Australian 
market.  
7.7 Limitations and Future Research Directions 
Certain limitations of this thesis must be addressed. The majority of the 
literature in marketing and recruitment, including this thesis, has used student 
samples. Student samples are often used because of the time and costs 
associated with more representative samples. Although it could be argued that 
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for the purpose of this thesis final year undergraduate students in IT were 
appropriate because they are a natural choice for jobseekers however, future 
studies could include active jobseekers in the recruitment market. Active 
jobseekers could be contacted through recruitment web portals, recruitment 
consultancies and at campus recruitment fairs. From the methodological point 
of view, this study conducted quantitative research through surveys, and while 
this is considered reliable and acceptable for empirical results, future studies 
could include qualitative assessments on the perceptions and dimensions of 
country image from jobseekers’ point of view. The development of a country 
image scale specific to jobseekers is considered an important future research 
direction because some researchers suggest that scales should be developed 
depending on the audience that is going to rate the items (Rossiter 2002). 
Future studies could confirm the validity and reliability of these two 
measurement scales for different countries and cultures. As discussed in 
Chapter 3, the majority of the studies in marketing and HRM, including this 
thesis, have used AN(C) OVA, MAN(C) OVA and regressions. Future studies 
could apply more complex data analysis techniques such as structural equation 
modelling with a larger sample size.  
This thesis has examined the country image of two countries with different 
levels of economic development. Future studies could use multiple countries 
with different levels of economic development to ascertain whether jobseekers 
actually evaluate country image beyond the economic development of the CoO 
of an employer. In addition, this thesis investigated only the IT industry and, 
based on the findings of a pilot study, categorised India as high and Australia as 
low in industry expertise. It seems reasonable to assume that the findings might 
have been different if the country images of India and Australia had been 
evaluated for a non-IT industry such as the mining industry. Australian mining 
employers might be rated higher than Indian mining employers based on the 
successful mining companies that originate from Australia. Furthermore, future 
studies could use more than one industry with different levels of industry 
expertise in different countries and more than two countries with different 
country images. For example, research could explore how a job as a software 
engineer or IT consultant in the German engineering or fashion industry is 
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evaluated compared to the French engineering or fashion industry. Future 
studies could also investigate the role of employer branding in the presence of 
country image effects on employer attractiveness. Research in employer 
branding is increasing due to its influential impact on employer attractiveness 
(Backhaus & Tikoo 2004; Berthon, Ewing & Hah 2005; Ewing et al. 2002), thus 
future research could investigate the interaction between employer brand, 
country of origin, country image, industry expertise and the influence of this 
interaction on employer attractiveness. For example, in the presence of an 
employer brand such as Google, Accenture or Infosys, what role does the CoO 
or country image play from the perspective of jobseekers?  
Another stream of research in marketing suggests that brand origin is important 
in product evaluations (Thakor & Kohli 1996; Thakor & Lavack 2003). While 
information regarding a product’s place of design, manufacture and assembly 
may be manipulated, the brand origin of an employer is more difficult to 
manipulate. For example, an Apple iPhone can be designed in the US, 
manufactured in China and assembled in Taiwan. However, when recruiting 
employees, Apple’s brand origin is always associated with the US. Future 
research could therefore investigate the influence of the brand origins of 
employers in the presence of the variables studied in this thesis.  
A finding of this thesis suggests that jobseeker ethnocentrism does not 
influence employer attractiveness; however, ethnocentrism is considered a 
promising and influential cultural orientation in marketing and HRM. Thus, future 
studies could investigate jobseeker ethnocentrism with samples of different age 
groups, education levels and nationalities. As other cultural orientations such as 
nationalism (Balabanis et al. 2001; Mihalyi 1984), collectivism and individualism 
(Ettenson, Wagmer & Gaeth 1988; Schwartz 1999; Wagner & Moch 1986), 
affinity or animosity (Klein & Ettenson 1999; Klein, Ettenson & Morris 1998) 
have been found to be related to foreign product evaluations, future research 
could investigate whether these orientations apply to jobseekers. For example, 
in the context of 60 plus years of an ongoing battle for the state of Kashmir and 
other historic differences between India and Pakistan before the separation of 
these two countries, will jobseekers in the two countries show animosity or 
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nationalistic attitudes in their evaluation of employers from these two countries? 
With regard to generalising the research findings, more studies of foreign 
markets are required – specifically, more studies on companies from developing 
countries that are expanding their business in developed countries, for example, 
India, China, Taiwan and South Korea. As discussed in Chapter 1, these are 
the economies that are gradually changing the business world, and thus 
increased research on these economies and their companies could offer greater 
insight into the challenges and future of globalisation.  
To summarise, there are several avenues of research that could expand our 
knowledge of jobseekers’ use of CoO, country image and industry expertise in 
their evaluation of local and foreign employers. These factors will show varying 
effects depending on the image of a country, the perception of its expertise in 
an industry and the characteristics of jobseekers. This thesis has made a first 
attempt to provide a holistic framework by drawing upon country, job and 
organisation level factors researched in marketing and HRM into a conceptual 
model of employer attractiveness. This attempt stakes a claim in a new area of 
research that remains to be explored further by theorists and practitioners.  
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APPENDIX 1: PILOT STUDY  
1.1: First set of pool items on jobseeker ethnocentrism  
 
1. I feel that most foreign companies are backward compared to Australian 
companies 
2. Australian companies are primitive compared to most of the foreign companies 
3. I will be expected to learn their culture if I choose to work for a foreign company 
4. I will feel left out in meetings and social gatherings with colleagues if I work for 
a foreign company 
5. I will not be okay to be a part of their festivals and celebrations if I work for a 
foreign company 
6. I will be happy to be a part their festivals and celebrations if I work for a foreign 
company 
7. I will not get along with people at work when I choose to work for a foreign 
company because they are not Aussies 
8. All the decision-making power and authorities will be in hands of foreigners if I 
choose to work for a foreign company 
9. When evaluating companies for employment I always check whether they are 
Australian or not 
10. I will feel more comfortable working for an Australian company than for a 
foreign company 
11. I can expect higher ethical standards from Australian companies than foreign 
companies 
12. Australian companies provide the best working environment 
13. Australian companies could learn a lot about best employment  practices from 
foreign companies 
14. I feel that foreign companies are more advanced compared to Australian 
companies 
15. I would feel out of place if I were to work for a foreign company 
16. I would get along with people at work in a foreign company even though I may 
not share their cultural beliefs 
17. I would prefer my boss to be an Australian 
18. Working for an Australian company is morally the ‘right thing to do’ 
19. I would work for an Australian company even if it offers slightly less salary 
compared to a foreign company 
20. I am wary of Australians who choose to work for foreign companies in Australia 
21. We should work for an Australian company because any innovation that we do 
at work contributes to the Australian community 
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22. My friends would not think highly of me if I worked for a foreign company 
23. I would be totally comfortable to have a boss of any nationality 
24. We should only take up employment with a foreign company as a last resort 
25. When seeking a job Australians should give preference to local employers 
 
1.2: First set of pool items for industry expertise scale 
 
1. Australia is well known for its IT industry 
2. Australian IT companies are known to be world 
class 
3. Australia has a highly skilled IT workforce 




1.3: Pilot study questionnaire 
 
General Instructions 
1. The following questionnaire is developed to help us understand how 
Australian IT graduates evaluate companies for employment purposes. 
2. There are no correct or incorrect answers. It is your opinion and 
perceptions that are being sought. 
3. Responses to all questions are anonymous and confidential. Completed 
questionnaires will only be seen by the researchers. Any data 
subsequently presented will be aggregated. 
Your cooperation in completing and returning this questionnaire is greatly 
appreciated. 
 
1. Details about you. 
1. What is your gender? 

















50 and over  
 
3. What is your nationality? _________________________ 
 
2. Your views about working for an Australian IT company. 
Please indicate your level of agreement with the following statements. 
 
Strongly disagree          Strongly agree 
When evaluating companies for employment I always 
check whether they are Australian or not 1 2 3 4 5 6 7 
I will feel more comfortable working for an Australian 
company than for a foreign company 1 2 3 4 5 6 7 
I can expect higher ethical standards from Australian 
companies than foreign companies 1 2 3 4 5 6 7 
Australian companies provide the best working 
environment 1 2 3 4 5 6 7 
Australian companies could learn a lot about best 
employment practices from foreign companies 1 2 3 4 5 6 7 
I feel that foreign companies are more advanced 
compared to Australian companies 1 2 3 4 5 6 7 
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I would feel out of place if I were to work for a foreign 
company 1 2 3 4 5 6 7 
I would get along with people at work in a foreign 
company even though I may not share their cultural 
beliefs 
1 2 3 4 5 6 7 
I would prefer my boss to be an Australian 
1 2 3 4 5 6 7 
Working for an Australian company is morally the 
‘right thing to do’ 1 2 3 4 5 6 7 
I would work for an Australian company even if it 
offers slightly less salary compared to a foreign 
company 
1 2 3 4 5 6 7 
I am wary of Australians who choose to work for 
foreign companies in Australia 1 2 3 4 5 6 7 
We should work for an Australian company because 
any innovation that we do at work contributes to the 
Australian community 
1 2 3 4 5 6 7 
My friends would not think highly of me if I worked for 
a foreign company 1 2 3 4 5 6 7 
I would be totally comfortable to have a boss of any 
nationality 1 2 3 4 5 6 7 
We should only take up employment with a foreign 
company as a last resort 1 2 3 4 5 6 7 
When seeking a job Australians should give 
preference to local employers 1 2 3 4 5 6 7 
 
3a. Your preferred employers 








3b. Rate the following companies 
Please rate the following countries on their expertise in the provision of IT related 
services. 
 
                                                     Low skill                    High skill 
USA 1 2 3 4 5 6 7 
India 1 2 3 4 5 6 7 
Sweden 1 2 3 4 5 6 7 
Germany 1 2 3 4 5 6 7 
China 1 2 3 4 5 6 7 
Japan 1 2 3 4 5 6 7 
Taiwan 1 2 3 4 5 6 7 
Australia 1 2 3 4 5 6 7 
UK 1 2 3 4 5 6 7 
Vietnam 1 2 3 4 5 6 7 




3c. The country of origin of companies 
Please identify the countries the following companies belong to and how attractive 
they are to you as prospective employers.  
 






1 2 3 4 5 6 7 
Google 
 
1 2 3 4 5 6 7 
Siemens 
 
1 2 3 4 5 6 7 
Mahindra Satyam 
 
1 2 3 4 5 6 7 
iinet 
 
1 2 3 4 5 6 7 
Asus 
 
1 2 3 4 5 6 7 
Infosys 
 
1 2 3 4 5 6 7 
HP 
 
1 2 3 4 5 6 7 
Ericsson 
 
1 2 3 4 5 6 7 
Tata Consultancy Services 
 
1 2 3 4 5 6 7 
Acer 
 
1 2 3 4 5 6 7 
Wipro 
 




4. State of Australia in IT industry  
Please indicate your level of agreement with the following statements 
Strongly disagree             Strongly agree 
Australia is well known for its IT industry 1 2 3 4 5 6 7 
Australian IT companies are known to be world class 1 2 3 4 5 6 7 
Australia has a highly skilled IT workforce 1 2 3 4 5 6 7 
Australia is first choice for outsourcing IT project 1 2 3 4 5 6 7 
 
Thank you for participation! 
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1.4: Correlation matrix of preliminary factor analysis 
 item1 item2 item3 item4 item5 item6 item7 item8 
Correlation item1 1.000 .349 .155 .308 -.049 .542 .433 .586 
item2 .349 1.000 .474 .362 -.021 .459 .340 .447 
item3 .155 .474 1.000 .396 .060 .265 .199 .238 
item4 .308 .362 .396 1.000 -.125 .332 .343 .212 
item5 -.049 -.021 .060 -.125 1.000 -.094 -.233 .007 
item6 .542 .459 .265 .332 -.094 1.000 .490 .651 
item7 .433 .340 .199 .343 -.233 .490 1.000 .542 
item8 .586 .447 .238 .212 .007 .651 .542 1.000 
item9 .285 .396 .344 .270 .244 .327 .230 .401 
item10 .375 .425 .059 .011 -.019 .704 .444 .657 
item11 .226 .498 .520 .497 .207 .302 .100 .299 
item12 .518 .396 .088 .160 .022 .572 .576 .694 
item13 .441 .474 .110 .122 -.098 .645 .462 .569 
item14 .374 .543 .266 .364 -.098 .432 .234 .297 
item15 .000 -.207 .013 .236 .238 -.363 .007 -.242 
item16 -.165 -.206 .111 .060 .333 -.316 -.343 -.249 
item17 .293 .115 .210 -.079 .060 .273 .258 .335 
Sig.  item1 
  
.000 .023 .000 .265 .000 .000 .000 
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.000 .000 .392 .000 .000 .000 
item3 .023 .000 
  
.000 .222 .000 .005 .001 
item4 .000 .000 .000 
  
.054 .000 .000 .003 
item5 .265 .392 .222 .054 
  
.113 .001 .464 
item6 .000 .000 .000 .000 .113 
  
.000 .000 
item7 .000 .000 .005 .000 .001 .000 
  
.000 
item8 .000 .000 .001 .003 .464 .000 .000 
  
item9 .000 .000 .000 .000 .001 .000 .001 .000 
item10 .000 .000 .226 .446 .404 .000 .000 .000 
item11 .002 .000 .000 .000 .004 .000 .099 .000 
item12 .000 .000 .130 .020 .389 .000 .000 .000 
item13 .000 .000 .078 .058 .103 .000 .000 .000 
item14 .000 .000 .000 .000 .103 .000 .001 .000 
item15 .500 .004 .433 .001 .001 .000 .463 .001 
item16 .016 .004 .077 .221 .000 .000 .000 .001 
item17 .000 .070 .003 .156 .220 .000 .000 .000 
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 item9 item10 item11 item12 item13 item14 item15 item16 item17 
Correlation item1 .285 .375 .226 .518 .441 .374 .000 -.165 .293 
item2 .396 .425 .498 .396 .474 .543 -.207 -.206 .115 
item3 .344 .059 .520 .088 .110 .266 .013 .111 .210 
item4 .270 .011 .497 .160 .122 .364 .236 .060 -.079 
item5 .244 -.019 .207 .022 -.098 -.098 .238 .333 .060 
item6 .327 .704 .302 .572 .645 .432 -.363 -.316 .273 
item7 .230 .444 .100 .576 .462 .234 .007 -.343 .258 
item8 .401 .657 .299 .694 .569 .297 -.242 -.249 .335 
item9 1.000 .399 .628 .393 .443 .540 .000 -.169 .398 
item10 .399 1.000 .206 .586 .799 .458 -.251 -.360 .332 
item11 .628 .206 1.000 .180 .226 .459 .100 .014 .193 
item12 .393 .586 .180 1.000 .415 .407 -.230 -.220 .272 
item13 .443 .799 .226 .415 1.000 .405 -.258 -.517 .518 
item14 .540 .458 .459 .407 .405 1.000 .010 -.006 .147 
item15 .000 -.251 .100 -.230 -.258 .010 1.000 .360 -.353 
item16 -.169 -.360 .014 -.220 -.517 -.006 .360 1.000 -.299 
item17 .398 .332 .193 .272 .518 .147 -.353 -.299 1.000 
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  item9 item10 item11 item12 item13 item14 item15 item16 item17 
Sig.  
(1-tailed) 
item1 .000 .000 .002 .000 .000 .000 .500 .016 .000 
item2 .000 .000 .000 .000 .000 .000 .004 .004 .070 
item3 .000 .226 .000 .130 .078 .000 .433 .077 .003 
item4 .000 .446 .000 .020 .058 .000 .001 .221 .156 
item5 .001 .404 .004 .389 .103 .103 .001 .000 .220 
item6 .000 .000 .000 .000 .000 .000 .000 .000 .000 
item7 .001 .000 .099 .000 .000 .001 .463 .000 .000 
item8 .000 .000 .000 .000 .000 .000 .001 .001 .000 
item9 
  
.000 .000 .000 .000 .000 .499 .015 .000 
item10 .000 
  
.004 .000 .000 .000 .001 .000 .000 
item11 .000 .004 
  
.010 .002 .000 .098 .431 .006 
item12 .000 .000 .010 
  
.000 .000 .001 .002 .000 
item13 .000 .000 .002 .000 
  
.000 .000 .000 .000 
item14 .000 .000 .000 .000 .000 
  
.448 .472 .029 
item15 .499 .001 .098 .001 .000 .448 
  
.000 .000 
item16 .015 .000 .431 .002 .000 .472 .000 
  
.000 
item17 .000 .000 .006 .000 .000 .029 .000 .000 
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Extraction Sums of Squared 
Loadings 
















1 6.163 36.253 36.253 5.691 33.475 33.475 4.496 26.445 26.445 
2 2.419 14.228 50.481 1.857 10.921 44.396 3.052 17.951 44.396 
3 1.464 8.610 59.092 
            
4 1.242 7.303 66.395 
            
5 .930 5.472 71.867 
            
6 .908 5.340 77.207 
            
7 .687 4.040 81.247 
            
8 .599 3.521 84.768 
            
9 .579 3.407 88.175 
            
10 .506 2.974 91.149 
            
11 .385 2.262 93.411 
            
12 .319 1.874 95.285 
            
13 .253 1.489 96.774 
            
14 .201 1.182 97.955 
            
229 
15 .160 .942 98.897 
            
16 .099 .582 99.480 
            
17 .088 .520 100.000 
            
 










item1 .503 .340 
item2 .408 .559 
item3   .596 
item4   .607 
item5     
item6 .738 .332 
item7 .566   
item8 .716 .331 
item9 .320 .604 
item10 .804   
item11   .820 
item12 .655   
item13 .810   
item14 .325 .574 
item15 -.437   
item16 -.560   




1.8: Correlation matrix for 13-item jobseeker ethnocentrism scale 
 
 item1 item2 item3 item4 item7 item9 
Correlation item1 1.000 .349 .155 .308 .542 .433 
item2 .349 1.000 .474 .362 .459 .340 
item3 .155 .474 1.000 .396 .265 .199 
item4 .308 .362 .396 1.000 .332 .343 
item7 .542 .459 .265 .332 1.000 .490 
item9 .433 .340 .199 .343 .490 1.000 
item10 .586 .447 .238 .212 .651 .542 
item11 .285 .396 .344 .270 .327 .230 
item12 .375 .425 .059 .011 .704 .444 
item13 .226 .498 .520 .497 .302 .100 
item14 .518 .396 .088 .160 .572 .576 
item16 .441 .474 .110 .122 .645 .462 










.000 .023 .000 .000 .000 
item2 .000 
  
.000 .000 .000 .000 
item3 .023 .000 
  
.000 .000 .005 
item4 .000 .000 .000 
  
.000 .000 
item7 .000 .000 .000 .000 
  
.000 
item9 .000 .000 .005 .000 .000 
  
item10 .000 .000 .001 .003 .000 .000 
item11 .000 .000 .000 .000 .000 .001 
item12 .000 .000 .226 .446 .000 .000 
item13 .002 .000 .000 .000 .000 .099 
item14 .000 .000 .130 .020 .000 .000 
item16 .000 .000 .078 .058 .000 .000 




Correlation matrix continued 
 
 item10 item11 item12 item13 item14 item16 item17 
Correlation item1 .586 .285 .375 .226 .518 .441 .374 
item2 .447 .396 .425 .498 .396 .474 .543 
item3 .238 .344 .059 .520 .088 .110 .266 
item4 .212 .270 .011 .497 .160 .122 .364 
item7 .651 .327 .704 .302 .572 .645 .432 
item9 .542 .230 .444 .100 .576 .462 .234 
item10 1.000 .401 .657 .299 .694 .569 .297 
item11 .401 1.000 .399 .628 .393 .443 .540 
item12 .657 .399 1.000 .206 .586 .799 .458 
item13 .299 .628 .206 1.000 .180 .226 .459 
item14 .694 .393 .586 .180 1.000 .415 .407 
item16 .569 .443 .799 .226 .415 1.000 .405 





  item10 item11 item12 item13 item14 item16 item17 
Sig.  
(1-tailed) 
item1 .000 .000 .000 .002 .000 .000 .000 
item2 .000 .000 .000 .000 .000 .000 .000 
item3 .001 .000 .226 .000 .130 .078 .000 
item4 .003 .000 .446 .000 .020 .058 .000 
item7 .000 .000 .000 .000 .000 .000 .000 
item9 .000 .001 .000 .099 .000 .000 .001 
item10 
  
.000 .000 .000 .000 .000 .000 
item11 .000 
  
.000 .000 .000 .000 .000 
item12 .000 .000 
  
.004 .000 .000 .000 
item13 .000 .000 .004 
  
.010 .002 .000 
item14 .000 .000 .000 .010 
  
.000 .000 
item16 .000 .000 .000 .002 .000 
  
.000 









Extraction Sums of Squared 
Loadings 















1 5.802 44.628 44.628 5.357 41.207 41.207 4.197 32.284 32.284 
2 1.942 14.940 59.569 1.495 11.502 52.709 2.655 20.425 52.709 
3 1.084 8.337 67.905 
            
4 .748 5.756 73.661 
            
5 .676 5.200 78.861 
            
6 .583 4.484 83.345 
            
7 .576 4.432 87.777 
            
8 .438 3.369 91.146 
            
9 .400 3.078 94.224 
            
10 .243 1.867 96.091 
            
11 .233 1.790 97.881 
            
12 .165 1.267 99.148 
            
13 .111 .852 100.000 




1.11: Scree plot 
 





item1 .579   
item2 .424 .576 
item3   .628 
item4   .574 
item7 .759   
item9 .602   
item10 .785   
item11   .569 
item12 .846   
item13   .854 
item14 .736   
item16 .749   
item17   .526 
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1.13: Correlation matrix of industry expertise  
 
 item1 item2 item3 item4 
Correlation item1 1.000 .766 .837 .765 
item2 .766 1.000 .806 .645 
item3 .837 .806 1.000 .833 









item3 .000 .000 
  
.000 





1.14: Total variance of industry expertise 
Total Variance Explained 
Factor Initial Eigenvalues Extraction Sums of Squared Loadings 
Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 3.330 83.241 83.241 3.119 77.986 77.986 
2 .356 8.911 92.152    
3 .197 4.927 97.079    
4 .117 2.921 100.000 
   
Extraction Method: Principal Axis Factoring. 
 
1.15: Scree plot for industry expertise scale 
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APPENDIX 2: MAIN STUDY 
2.1: Instrument (Australia) 
 
Graduate IT Consultant required 
We are a global Australian IT consulting company seeking talented 
graduates to work for our office located in Melbourne, Australia.  
• Permanent role 
• Competitive salary and fringe benefits  
• Excellent career path 
We are looking for a success-driven graduate to join our diverse 
team. This is an ideal role for a graduate who has an undergraduate 
degree in IT, is achievement-oriented, and has a strong interest in 
Information Technology.  
Responsibilities: 
You will, in conjunction with Senior Consultants, be responsible for 
the day to day running of client networks, whilst continually striving 
to improve them. Above all, you will enjoy dealing with external 
clients and be involved in providing high end solutions to our blue-
chip clients. 
This role will be technically challenging and expose you to a wide 
variety of technologies including, Windows, Citrix, Cisco, UNIX. As 
such you will be required to stay abreast of all the latest trends & 




SECTION 1. Intention to pursue the job  
 
A.  Please indicate your preference for each statement below where, 1 is 
strongly disagree and 7 is strongly agree.  (1= strongly disagree, 2= 
disagree, 3= somewhat disagree 4= neither disagree or agree 5= 
somewhat agree, 6 = agree, 7= strongly agree) 
Strongly disagree             Strongly agree 
1. I find this job offer very attractive. 1 2 3 4 5 6 7 
2. I would recommend this job to family and friends. 1 2 3 4 5 6 7 
3. I would exert a great deal of effort to get this job. 1 2 3 4 5 6 7 
 
B. The following section aims to explore your perception of opportunities in 
IT industry. Please indicate your level of agreement on  scale of 1 (strongly 
disagree) and 7 (strongly agree). 
Strongly disagree            Strongly agree 
 
1. I am aware of major employers in the IT industry. 1 2 3 4 5 6 7 
2. I am aware of countries that are known for their expertise in 
IT. 1 2 3 4 5 6 7 




SECTION 2- Perceptions of countries 
A. Now, I would like you to rate India and Australia on the state of their IT 
industry. To measure this, we will ask you to rate India AND Australia on the 
scale from 1 (strongly disagree) to 7 (strongly agree) that best reflects your 







Strongly                          Strongly 
Disagree                             Agree 
Strongly                         Strongly  
Disagree                            Agree 
1. This country is well 
known for its IT industry. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
2. IT companies from this 
country are known to be 
world class. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
3. This country is known 
for its highly skilled IT 
workforce. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
4. This is the country of 
first choice for outsourcing 




B. This section is designed to find out YOUR perceptions about these two 







Strongly                          Strongly 
Disagree                             Agree 
Strongly                         Strongly  
Disagree                            Agree 
1. This country has a highly 
developed economy. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
2. This country has a high 
level of industrialisation. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
3. This country has a high 
level of technological 
research. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
4. This country has a high 
standard of living. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
5. This country has a stable 
economic environment. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
6. This country has welfare 
system. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
7. This country has high 
labour costs. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
8. This country has civilian 
non-military government. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
9. This country has free-
market system. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
10. This is a democratic 
country. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
11. This country is a 
producer of high quality 
products.   1 2 3 4 5 6 7 1 2 3 4 5 6 7 
12. This country has a high 
literacy rates. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
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SECTION 3. Your views about employment benefits offered by Indian and 
Australian companies 
A. Please indicate your views by circling on how strongly you agree or 






Strongly                          Strongly 
Disagree                             Agree 
Strongly                         Strongly  
Disagree                            Agree 
1. Companies of this 
country pay good salaries. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
2. Companies of this 
country offer job security. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
3. Companies of this 
country offer good fringe 
benefits. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
4. Companies of this 
country give prestigious job 
title. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
5. Companies of this 
country offer good career 











Strongly                          Strongly 
Disagree                             Agree 
Strongly                         Strongly  
Disagree                            Agree 
1. Companies of this 
country have competent and 
sociable co-workers. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
2. Companies of this 
country have training 
programs available. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
3. Companies of this 
country have jobs that fit 
with my lifestyle. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
4. Companies of this 
country have boss I can 
work with. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
5. Companies of this 
country have good 
reputation. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
6. Companies of this 
country are appropriately 
sized. 1 2 3 4 5 6 7 1 2 3 4 5 6 7 
7. Companies of this 
country provides pleasant 




SECTION 4. Your views about working for an Indian company 
 
A. Please indicate the extent to which you agree with each of the following 
statements  
Strongly                   Strongly 
Disagree                          Agree 
1. When evaluating companies for employment I always 
check whether they are Australian or not. 
1 2 3 4 5 6 7 
2. I will feel more comfortable working for an Australian 
company than a foreign company. 
1 2 3 4 5 6 7 
3. I would feel out of place if I were to work for a foreign 
company. 
1 2 3 4 5 6 7 
4. Australian companies provide the best working 
environment. 
1 2 3 4 5 6 7 
5. I can expect higher ethical standards from an Australian 
company than a foreign company. 
1 2 3 4 5 6 7 
6. Working for an Australian company is morally the ‘right 
thing to do’. 
1 2 3 4 5 6 7 
7. I would work for an Australian company even if it offers 
slightly less salary than a foreign company. 
1 2 3 4 5 6 7 
8. I would prefer my boss to be an Australian. 1 2 3 4 5 6 7 
9. I am wary of Australians who choose to work for foreign 
companies.  
1 2 3 4 5 6 7 
10. We should work for an Australian company because 
any innovation that we do at work contributes to the 
Australian community. 
1 2 3 4 5 6 7 
11. My friends would not think highly of me if I worked for 
a foreign company. 
1 2 3 4 5 6 7 
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12. We should only take up employment with a foreign 
company as a last resort. 
1 2 3 4 5 6 7 
13. When seeking a job Australians should give 
preference to local employers. 
1 2 3 4 5 6 7 
 
A. Please tell us a bit about yourself: 
        1. Gender: 
Male         
Female  










SECTION 5 – General Information 
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       3. Are you an Australian citizen or permanent resident?  
Yes  
No  
If NO, please state your nationality 
_________________________________________________ 
 
        4. Do you have work experience in Information Technology sector? 
Yes  




Thank you for your time and support. 
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2.2: Inter-item correlations of measurements 
 
2.2.1: Employer attractiveness 
 
Inter-item correlation matrix for employer attractiveness, Australia 
  EmpAt_A1 EmpAt_A2 EmpAt_A3 
EmpAt_A1 1.000 0.865 0.883 
EmpAt_A2 0.865 1.000 0.866 
EmpAt_A3 0.883 0.866 1.000 
 
Inter-item correlation matrix for employer attractiveness, India 
 EmpAt_I1 EmpAt_I2 EmpAt_I3 
EmpAt_I1 1.000 .788 .870 
EmpAt_I2 .788 1.000 .782 




2.2.2: Industry expertise 
 
Inter-item correlation matrix for industry expertise, Australia 
 AusExpt1 AusExpt2 AusExpt3 AusExpt4 
AusExpt1 1.000 .875 .812 .710 
AusExpt2 .875 1.000 .869 .712 
AusExpt3 .812 .869 1.000 .735 
AusExpt4 .710 .712 .735 1.000 
 
Inter-item correlation matrix for industry expertise, India 
 IndExpt1 IndExpt2 IndExpt3 IndExpt4 
IndExpt1 1.000 .712 .699 .675 
IndExpt2 .712 1.000 .773 .725 
IndExpt3 .699 .773 1.000 .777 




2.2.3: Country image 
Inter-item correlation matrix of country image, Australia 
 
 CIA1 CIA2 CIA3 CIA4 CIA5 CIA6 CIA7 CIA8 CIA9 CIA10 CIA11 CIA12 
CIA1 1.000 .557 .444 .575 .511 .498 .395 .351 .443 .499 .418 .400 
CIA2 .557 1.000 .531 .660 .591 .599 .494 .445 .591 .575 .463 .435 
CIA3 .444 .531 1.000 .546 .614 .502 .356 .342 .508 .339 .450 .389 
CIA4 .575 .660 .546 1.000 .562 .691 .409 .475 .533 .527 .459 .417 
CIA5 .511 .591 .614 .562 1.000 .573 .449 .413 .553 .470 .486 .362 
CIA6 .498 .599 .502 .691 .573 1.000 .421 .531 .529 .542 .452 .332 
CIA7 .395 .494 .356 .409 .449 .421 1.000 .350 .484 .460 .416 .193 
CIA8 .351 .445 .342 .475 .413 .531 .350 1.000 .449 .488 .395 .291 
CIA9 .443 .591 .508 .533 .553 .529 .484 .449 1.000 .521 .594 .415 
CIA10 .499 .575 .339 .527 .470 .542 .460 .488 .521 1.000 .445 .416 
CIA11 .418 .463 .450 .459 .486 .452 .416 .395 .594 .445 1.000 .473 
CIA12 .400 .435 .389 .417 .362 .332 .193 .291 .415 .416 .473 1.000 
Inter-item correlation matrix of country image, India 
 
 CII1 CII2 CII3 CII4 CII5 CII6 CII7 CII8 CII9 CII10 CII11 CII12 
CII1 1.000 .737 .677 .714 .690 .670 .594 .062 .069 .199 .554 .438 
CII2 .737 1.000 .855 .742 .795 .816 .556 .092 .046 .204 .645 .434 
CII3 .677 .855 1.000 .748 .778 .773 .590 .004 -.023 .171 .643 .406 
CII4 .714 .742 .748 1.000 .802 .733 .593 .130 .128 .100 .562 .490 
CII5 .690 .795 .778 .802 1.000 .757 .511 .085 .116 .192 .607 .438 
CII6 .670 .816 .773 .733 .757 1.000 .626 .103 .018 .179 .638 .448 
CII7 .594 .556 .590 .593 .511 .626 1.000 .091 .058 -.021 .492 .526 
CII8 .062 .092 .004 .130 .085 .103 .091 1.000 .594 .396 .382 .284 
CII9 .069 .046 -.023 .128 .116 .018 .058 .594 1.000 .428 .163 .260 
CII10 .199 .204 .171 .100 .192 .179 -.021 .396 .428 1.000 .331 .199 
CII11 .554 .645 .643 .562 .607 .638 .492 .382 .163 .331 1.000 .645 
CII12 .438 .434 .406 .490 .438 .448 .526 .284 .260 .199 .645 1.000 
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2.2.4: Job factors 
 
Inter-item correlation matrix for job factors of Australian companies 
 
 AJF1 AJF2 AJF3 AJF4 AJF5 
AJF1 1.000 .291 .507 .431 .560 
AJF2 .291 1.000 .479 .603 .471 
AJF3 .507 .479 1.000 .520 .614 
AJF4 .431 .603 .520 1.000 .566 
AJF5 .560 .471 .614 .566 1.000 
 
Inter-item correlation matrix for job factors of Indian companies 
 
 IJF1 IJF2 IJF3 IJF4 IJF5 
IJF1 1.000 .699 .736 .669 .606 
IJF2 .699 1.000 .816 .768 .673 
IJF3 .736 .816 1.000 .811 .724 
IJF4 .669 .768 .811 1.000 .774 
IJF5 .606 .673 .724 .774 1.000 
  
253 
2.2.5: Organisation factors 
 
Inter-item correlation matrix for organisation factors of Australian 
companies 
 
 AOF1 AOF2 AOF3 AOF4 AOF5 AOF6 AOF7 
AOF1 1.000 .536 .403 .379 .455 .440 .435 
AOF2 .536 1.000 .574 .487 .487 .498 .485 
AOF3 .403 .574 1.000 .443 .585 .545 .504 
AOF4 .379 .487 .443 1.000 .501 .642 .463 
AOF5 .455 .487 .585 .501 1.000 .541 .613 
AOF6 .440 .498 .545 .642 .541 1.000 .562 




Inter-item correlation matrix for organisation factors of Indian companies 
 
 IOF1 IOF2 IOF3 IOF4 IOF5 IOF6 IOF7 
IOF1 1.000 .764 .673 .663 .607 .605 .574 
IOF2 .764 1.000 .676 .725 .715 .710 .606 
IOF3 .673 .676 1.000 .712 .663 .552 .624 
IOF4 .663 .725 .712 1.000 .641 .634 .668 
IOF5 .607 .715 .663 .641 1.000 .702 .734 
IOF6 .605 .710 .552 .634 .702 1.000 .733 
IOF7 .574 .606 .624 .668 .734 .733 1.000 
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2.2.6: Jobseeker ethnocentrism 
 
Inter-item correlation matrix for jobseeker ethnocentrism, Australia 
 
 Ethn1 Ethn2 Ethn3 Ethn4 Ethn5 Ethn6 
Ethn1 1.000 .801 .764 .763 .646 .698 
Ethn2 .801 1.000 .837 .632 .522 .607 
Ethn3 .764 .837 1.000 .619 .500 .667 
Ethn4 .763 .632 .619 1.000 .816 .684 
Ethn5 .646 .522 .500 .816 1.000 .663 
Ethn6 .698 .607 .667 .684 .663 1.000 
Ethn7 .664 .704 .762 .610 .557 .771 
Ethn8 .647 .722 .756 .597 .558 .767 
Ethn9 .684 .672 .699 .575 .514 .801 
Ethn10 .659 .561 .548 .729 .814 .754 
Ethn11 .611 .609 .692 .523 .486 .768 
Ethn12 .612 .616 .657 .566 .511 .735 
Ethn13 .678 .574 .561 .738 .779 .709 
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Inter-item correlation matrix for jobseeker ethnocentrism Australia, 
continued 
 
 Ethn7 Ethn8 Ethn9 Ethn10 Ethn11 Ethn12 Ethn13 
Ethn1 .664 .647 .684 .659 .611 .612 .678 
Ethn2 .704 .722 .672 .561 .609 .616 .574 
Ethn3 .762 .756 .699 .548 .692 .657 .561 
Ethn4 .610 .597 .575 .729 .523 .566 .738 
Ethn5 .557 .558 .514 .814 .486 .511 .779 
Ethn6 .771 .767 .801 .754 .768 .735 .709 
Ethn7 1.000 .829 .816 .615 .759 .740 .603 
Ethn8 .829 1.000 .778 .687 .754 .792 .648 
Ethn9 .816 .778 1.000 .603 .880 .825 .660 
Ethn10 .615 .687 .603 1.000 .621 .630 .849 
Ethn11 .759 .754 .880 .621 1.000 .846 .639 
Ethn12 .740 .792 .825 .630 .846 1.000 .700 




Inter-item correlation matrix for jobseeker ethnocentrism, India 
 
 Ethn1 Ethn2 Ethn3 Ethn4 Ethn5 Ethn6 
Ethn1 1.000 .720 .540 .505 .584 .574 
Ethn2 .720 1.000 .586 .618 .675 .724 
Ethn3 .540 .586 1.000 .521 .502 .593 
Ethn4 .505 .618 .521 1.000 .756 .727 
Ethn5 .584 .675 .502 .756 1.000 .682 
Ethn6 .574 .724 .593 .727 .682 1.000 
Ethn7 .478 .540 .511 .588 .626 .674 
Ethn8 .614 .721 .575 .556 .625 .692 
Ethn9 .537 .627 .708 .650 .585 .648 
Ethn10 .457 .618 .377 .660 .627 .688 
Ethn11 .422 .496 .533 .491 .491 .518 
Ethn12 .556 .600 .663 .539 .478 .633 




Inter-item correlation matrix for jobseeker ethnocentrism India 
continued 
 
  Ethn7 Ethn8 Ethn9 Ethn10 Ethn11 Ethn12 Ethn13 
Ethn1 .478 .614 .537 .457 .422 .556 .417 
Ethn2 .540 .721 .627 .618 .496 .600 .562 
Ethn3 .511 .575 .708 .377 .533 .663 .420 
Ethn4 .588 .556 .650 .660 .491 .539 .537 
Ethn5 .626 .625 .585 .627 .491 .478 .474 
Ethn6 .674 .692 .648 .688 .518 .633 .493 
Ethn7 1.000 .601 .586 .502 .502 .558 .420 
Ethn8 .601 1.000 .654 .623 .562 .657 .555 
Ethn9 .586 .654 1.000 .456 .660 .730 .495 
Ethn10 .502 .623 .456 1.000 .333 .522 .458 
Ethn11 .502 .562 .660 .333 1.000 .591 .474 
Ethn12 .558 .657 .730 .522 .591 1.000 .560 
Ethn13 .420 .555 .495 .458 .474 .560 1.000 
 
 
